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Abstract 
Online newspapers in recent years have been considered either as a threat to 
existing print newspapers or as a complement to them. However, the relationship 
between online and print newspapers has not been studied in depth. A quantitative 
survey of university students in Hong Kong was conducted to ascertain whether 
online newspapers are complements or substitutes to their offline counterparts based 
upon self-reported changes in usage patterns as well as an examination of the uses and 
gratifications of both media. Based on the uses and gratifications framework, nine 
gratifications for online newspapers were found: interactivity, pass time, 
escape/relaxation, fashion, convenience, economy, readability, up-dating frequency 
and entertainment and eight gratifications from print newspapers were found: 
escape/relaxation, mobility, pass time, fashion, entertainment, habit, tangibility and 
surveillance. While usage patterns showed little evidence of substitution, the use of 
online newspapers and print newspapers satisfied different needs. Therefore, the use 
of online newspapers does not lead to a decreasing demand for print newspapers. In 
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Chapter One: Introduction and Analytical Framework 
I. Introduction 
In the information age, computers have penetrated all parts of our society. Now, 
in the year 2002, the applications of computers are widespread. Computers are no 
longer a mechanical calculator. Instead, through the Internet, they bring users access 
to the World Wide Web (WWW), a most versatile mass medium. This new medium 
has combined communication capabilities in new ways which now emphasize 
multi-media. It has also developed rapidly with potential social impacts. The Internet 
is influencing our communication behavior. It has also altered the way users perceive 
the world. 
In the past, people got their news only from newspapers, television, radio or 
magazines. Newspaper readers needed to wait for the news to be published because 
newspapers typically follow a well-defined cycle of news gathering and presentation. 
The publishers also took on the role of gate-keepers and set the news agenda for 
readers. By using the Internet, readers can actively search online news they want 
without the limitations of time and space. Consumption of news on the Internet is 
much more under the control of the user. Readers can visit sites they want any time of 
the day to receive up-to-date information on any topic they choose. They can get 
different news angles from different sources of information. This demonstrates the 
thesis of Marshall McLuhan: "The medium is the message" (1964). McLuhan (1964) 
proclaimed that the psychosocial effects of media on audiences far outweigh the 
effects of message content. 
Since this new medium can convey text, images, graphics, audio, and video, 
many newspapers have launched an online edition to attract online readers. 
Commercial applications have been developed to experiment with the capabilities of 
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the Internet. An increasing number of news organizations are investing in the 
development of online editions directed at consumers. In recent years, news media 
have flocked to the Web. The number of newspapers in the United States offering 
online editions has grown rapidly. One study reported that online editions had 
increased from 745 in July 1996 to 2,059 a year later (Li, 1998). In 2000，there were 
over 4,000 online newspapers worldwide. From the statistics provided by the 
Newspaper Association of America (2002), worldwide there are more than 5,000 daily, 
weekly and other newspapers online. In addition, Cyber Daily in Hong Kong and 
Salon.com in the U.S. are examples of Web-only news services. 
On the demand side, the use of online services and information resources has 
also increased rapidly. According to the Hong Kong Government Census and 
Statistics Department (2001), about 60.6 % of Hong Kong households have computers, 
and of those households, 48.7 % are connected to the Internet. The number of people 
who use the Internet is increasing. According to a NUA Internet Survey in May 2002, 
an estimated 167.9 million people in the Asia/Pacific region went online in the middle 
of 2002. About 37.6 million were Chinese and 4.4 million were Hong Kong people. 
As the Web is perhaps "the most rapidly developing new medium in history" 
(Eighmey and McCord, 1998，pp. 187), many researchers have investigated online 
newspapers' impact on the traditional news media. Some studies have found that the 
growth of the Web will supplement most media by delivering those functions not 
found in the traditional media (Lieberman, 1999) while others have argued that the 
Internet is displacing traditional media sooner than expected, and that the use of new 
media will make the old media disappear (Katz, 2000). Some researchers think that 
the Web will enhance print media, not detract from it, because the web edition has 
unlimited space to run longer pieces and use multimedia to enhance stories (Whelan, 
2000). In fact, traditional news media have been significant contributors to the 
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available online information (King, 1997). Most online news comes from the online 
editions of the printed news and the television broadcast news. News publishers use 
the Web to attract more readers by putting news information online. However, is this 
practice strengthening their business, or on the contrary, is it threatening the role of 
the traditional media? 
As different media have different characteristics and can satisfy different media 
needs, the reasons why readers choose to read the online newspaper or the print 
newspaper may be different. Knowing more about the motives for reading the online 
or print newspapers is useful for finding out the impact the online newspaper has on 
the print newspaper. Online news producers also need to gain a better understanding 
of their readers so as to provide news services that satisfy their needs. Print newspaper 
publishers also should find how to work out the unique functions of this medium. 
II. Background: Online Newspapers in Hong Kong 
Major players 
Leung and Leung (1999) found that up to March 1998, there were about 35 
newspaper companies operating in Hong Kong including ten English-language dailies, 
twenty Chinese-language dailies, one bi-lingual daily and four in other languages. A 
media survey showed that the total newspaper circulation in Hong Kong was 5.33 
million in 1996. When electronic newspapers came in, Sing Tao Daily as the pioneer 
online publisher launched its online version on Sept 1, 1995, followed by Ming Pao 
(So & Lee，2000). Later on, many other papers went online and there were even 
Web-only news sites like the Cyber Daily. As the number of online newspapers 
increased, readers were encouraged to try online newspaper reading. As of January 
2002，twelve news organizations have online editions. The major players with instant 
news are the Ming Pao and Sun Daily. 
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Online newspaper development in Hong Kong 
Online newspapers in Hong Kong are now at an important point in terms of 
media convergence. With the power of the Internet and the influence of multi-media, 
online newspapers are undergoing changes. A few years ago, many newspaper 
publishers edited their online newspapers based on the print newspapers' content. 
Online newspapers still had many ties to traditional print newspapers, but they also 
had the potential to use many new features from the world of mixed-media digital 
communication including audio, video, animation, and increased user control. 
Apart from online newspapers, some portals also provided news on their 
websites. This also suggested another way of web news delivery. For instance, 
Hongkong.com provides news and other interactive services from which readers can 
choose. Even though many online newspapers experienced losses, Hongkong.com 
made net profits of $4.4 million and achieved 1.4 million registered subscribers (Ling, 
2001). This shows that different operating models can affect the attractiveness of an 
online newspaper website. 
Within a few years, online newspapers in Hong Kong had to make changes in 
order to gain revenue. Before 2000, many print newspapers invested heavily in 
launching their online editions to catch up with the "dot com" trend. They also wanted 
to make profits from online newspapers. However, after the dot com bubble burst in 
2000，the market experienced a downturn and many online newspapers made losses 
and needed to close their websites. Those still surviving started charging their readers 
by providing in-depth information and improving the content for specific topics like 
horse racing and financial news. Some charged for newspaper clippings. Some also 
charged their overseas readers. Publishers tried different ways to boost revenues in 
order to carry on this long-term business. 
Overall, the online newspaper market in Hong Kong is in a developing stage. 
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Many newspapers did not just put their print version online, they also made efforts to 
improve the contents. Some of the newspapers in Hong Kong need to leam from the 
operations of portals if they really want to gain revenues and increase the readership 
for their online newspapers. In the long-term, they also need to provide more 
information and services in order to attract readers. 
III. Purpose of the Study 
Many people seek information about current affairs from the print newspaper in 
the form of a black and white broadsheet with written text. The online newspaper is a 
new medium which seems quite different from the print newspaper. It has interactive 
and multimedia capabilities. As more and more readers go online, especially 
university students who are interested in what happens around them and need a lot of 
information for their assignments and projects, little research has been conducted into 
analyzing the motivations of users, or why they choose to read online or print 
newspapers and how they use print or online newspapers differently. There has also 
been little information published about the online newspaper as an information source 
and whether or how traditional media habits are undergoing changes due to its rapid 
growth. The aim of this study is to deal with the following issues: 
How do people use the online newspaper? Do they use it differently from the 
print newspaper? If so, how does online usage affect their reading behavior? These 
questions raise broad theoretical inquiries about the motivations, uses, and 
psychological needs and satisfaction concerning the use of new communication 
technologies. This study attempts to address these broad questions with empirical data 
collected from a student sample. The goal is to develop a uses and gratifications 
perspective that will foster a better understanding of how gratifications may change 
with the emergence of new communication technologies. 
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Some of the uses and gratifications research investigated the relationship of two 
or more media, but little was done to compare online and print newspapers. This study 
examines what characteristics associated with online and print newspapers affect the 
reader's use of print or online newspapers. Moreover, it helps to discover the 
underlying motives for media use and attempts to identify the usage patterns of the 
online or print readers and their demographics. Uses and gratifications theorists have 
hypothesized a self-motivated reader actively seeking gratifications from various 
media to satisfy their needs (Blumler, 1979). Based on this theory, this study attempts 
to find out the motives that affect readers' newspaper choice. The motives of media 
use and the media characteristics affecting the media choice may explain the 
competitive or complementary relationship between online and print newspapers. 
Thus, the first goal of this study is to combine the media characteristics and the 
motives of the readers to investigate their rationale for choosing a medium. It will also 
compare the different motives for using an online or print newspaper. 
Most studies addressed factors influencing the adoption of new media 
technologies, but few can accurately predict the relationship between the old and 
new media. The second goal of this study is to establish the importance of online 
news organizational concepts including real-time news or multimedia and 
considerations of design efficiency such as the interactivity or web page design to 
help the development of online newspaper websites. Overall, this study will 
investigate whether the online newspaper is a competitor or a complement of the 
print newspaper. 
The results of this study will indicate the strengths and weaknesses of online and 
print newspapers as an information source. Theoretically motivated, this study will 
provide insights into how Hong Kong students use the online and print newspapers 
and help to map out the relationship between online and print newspapers in the 
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future. This study attempts to contribute to the body of research into the relationship 
between the old and new media. The conclusions of this study can be extended to 
other levels of comparison between the traditional media and the new media. 
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Chapter Two: Literature Review 
Many online newspapers share their brand identity with a "parent" print 
newspaper. Some readers think that the online newspaper is a place that contains 
many news articles, hyperlinks and advertisements. According to Chan (1995), online 
newspapers are those using the Internet to publish their papers and updating their 
information at least once per day. Yeung (1996) pointed out that online newspapers 
are those using the digital format, which use the computer network to deliver news. 
With reference to these two definitions, it can be concluded that there is a generally 
accepted concept about what constitutes an online newspaper. Thus, online 
newspapers in this study are defined as those newspaper-affiliated websites which 
provide news information transmitted through the Internet. 
This study takes the uses and gratifications theory and the media characteristics 
as references to find out what motivates a reader's choice of a medium format to 
satisfy their media needs. In the following, the media characteristics of print and 
online newspapers will" be introduced. 
I. Media Characteristics — Comparison of Print and Online Newspapers 
There are some differences between print and online newspapers. The print 
newspaper provides news to readers on a daily basis while the online newspaper 
provides hyperlinks with in-depth news information and mechanisms for searching 
information that are not bound by time and space (Bates, 2000). When he compared 
traditional printed newspapers and online newspapers, Light (1999) pointed out: 
Some aspects of newspapers cannot, at present, be transferred to the digital medium. For 
instance, the physical process of news consumption alters dramatically: the see-at-a-glance big 
pages that can be spread on the table or folded on the train - factors that influence people to 
choose newspapers rather than watch or listen to the news - are not reproducible on the 1990s' 
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computer screen (p.2). 
Since the emergence of online newspapers, this new medium has forced many 
old rules that applied to the print newspaper to change to suit the online version. In the 
following, the media characteristics of online and print newspapers will be listed so 
that a clear picture between the differences in the two is provided for comparison 
purposes. 
Print newspapers 
The print newspaper has some unique characteristics. According to McAdams 
(1997), in the print newspaper, the traditional page design is fixed with headlines and 
articles with different contents. Many print newspapers update their content once 
every 24 hours and require a lapse of one day before each production schedule. The 
news editor, who is the gate-keeper, determines what should be posted on the front 
page and establishes every day's news agenda. There are many readers who feel 
strongly for the print newspaper. Print newspaper is portable, which means that you 
can read it anywhere, at home, on the bus or in the park, without lugging your tablet 
around. You can tear bits out of it, or distribute sections to others. You can be moved 
by its display of photos or gripped by its graphic images in a way that your little 
computer screen can hardly replicate. Some readers regard print newspaper as a 
cultural document that provides a real, tangible link to history and "an aesthetic 
experience of time," whereas the computer is more of a device and tool that provides 
an easy and fast way for people to search for information. The newspaper is portable 
and easier to read. Many people still prefer the feel and touch of the tangible, portable 
newspapers delivered to their doorstep every day. 
There have been some previous studies related to the value of print newspapers. 
In 1949, a study was conducted through personal interviews during a newspaper 
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delivery strike. People were asked what they missed most about the newspaper. The 
most missed element was having to find an alternate source of news. This revealed 
that the newspaper served an important function in providing information. It also 
found that escape, relaxation, entertainment and social prestige were the gratifications 
sought from reading (Severin and Tankard, 1997). 
Some early studies found how the newspaper served certain functions. Donald 
Bogue (1962) suggested that print was the medium appropriate to the dissemination of 
family planning information — referring to the durability of print and the privacy in 
which it was consumed. Katz, Gurevitch and Haas (1973) found that newspapers were 
the most important medium. They found that the newspaper functioned least well as a 
perceived source of enjoyment. Newspapers, followed by radio and television, books 
and films, were used to satisfy the need for self-confidence, stability and self-esteem. 
They also found that television was helpful for killing time followed closely by 
newspapers. Newspapers also served the function "to participate in discussions with 
my friends". Therefore, the content of conversation and relationship-building was 
contributed by newspapers and books. This study also pointed out that the newspaper 
came first in satisfying 19 of the 35 needs. It was the most helpful in fulfilling the 
needs to strengthen information about and confidence in society. At the same time, it 
satisfied such personal needs as overcoming loneliness or strengthening stability and 
confidence in the state (Katz et. al, 1973). 
Although both print and online newspapers are classified as newspapers, the 
online newspaper is a new medium with different media characteristics. In the 
following section, the characteristics of online newspaper are introduced. 
Online newspapers 
For many online newspapers, the role of the new medium has yet to be defined. 
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In some cases, the online editions are not much more than electronic versions of 
portions or all of the printed newspaper. Many of them are a hybrid of the printed 
newspaper and original web content. A few online news sites also contain entirely 
original content created by completely separate Internet news staff (Dibean & 
Garrison, 2000). 
Websites are not bound by the same time/space limitations as traditional media. 
Consumers seem to value the Web for their ability to proactively, and interactively, 
seek out specific information about goods and services, saving time and effort. Not 
only online content attracted consumers, but consumers also value websites' ability to 
find and retrieve the level of information desired, quickly and easily (Bates, 2000). 
Cyberspace is inherently infinite, and server space tends to be very inexpensive. Thus, 
media websites can (but do not always) provide much more information than can be 
economically transmitted by traditional media. Websites can also provide additional 
information that gives additional value to those seeking such information (Bates, 
2000). 
Interactivity 
According to Massey and Levy (1999)，"inherent in the architecture of its 
delivery system, the Net, is the technical capability for interactivity." Moving paper 
contents on web pages connected by forward and backward buttons offers little more 
than teletext (Light, 1999). It is obvious that interactivity is more than that. This is 
related to who chooses print or online newspapers. 
The concept of interactivity is related to this research because it allows users to 
control the communication process (Light, 1999). The use of the hypertext interface 
allows the reader to make choices independently (Golovchinsky & Chignell, 1997). 
This interface also allows readers to interact with the online newspaper. In Light's 
study (1999), it was mentioned that reading a newspaper seems less pleasurable on the 
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screen than on paper because there are so many distractions on the screen. However, 
the online edition still attracted readers with the fun of pressing the buttons like video 
games and the hyperlinks that provided in-depth information (Light, 1999). Actually, 
the online newspaper empowers its audience through interactivity. Online 
journalism's contribution, therefore, is found in "its capacity to free readers from the 
tyranny of linearity and the constraints of news space found in traditional media" 
(Massey & Levy, 1999). If online versions use the interactivity function properly, 
theoretically they will attract more readers. 
It is true that interactivity is the relative advantage of the online newspaper. This 
also allows news discussion groups to operate. As readers are in the active role, they 
can choose the media that suit their needs that they should have a preference between 
online and print newspapers. 
Readability 
This part described some features of websites. Mc Adams (1997) mentioned that 
the publishers should make the website easy to navigate and fast to download and also 
ensure that this flexible-structure feature is fully exploited because redesigning is part 
and parcel of electronic publishing. Many readers also enjoy the well-designed 
interface of online newspapers. The scroll bar is useful for overviewing the headlines. 
The online newspaper is also more readable because the "front page" provides more 
headlines, along with links to a "quick read" containing summaries of the day's stories 
(Ivinski, 1997). 
However, there is a viewpoint that reading on the screen is more demanding 
than reading on paper (Kenton and Abigail, 1997). In some online newspapers, there 
are lots of online advertisements which only serve to distract the reader's attention. 
Readers also need to acquire certain knowledge about computers, preventing some of 
them from accessing online newspapers. They might also need to find certain 
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hardware and software to support their reading of the online newspaper. 
Immediacy 
Although online newspapers do not yet seem to be well developed, the online 
version seems to compensate with some broadcast conveniences, such as the way that 
news can be updated whenever an event requires it. News can become immediate and 
timely if electronic newspapers are updated throughout the day, and international 
news can be transmitted with ease across geographical boundaries (Fulton, 1996). 
Some people think that the Web's potential for mediating interaction between people 
(and between people and machine) has barely been touched on so far. Since online 
newspapers can update content on a frequent and regular basis, these sites should be 
updated every hour (Derk，1999). According to Tham & Foo (1997), on the WWW, 
some publishers update their newspapers more than once a day, while another equal 
number only update once a day. Both the print and the online paper are similar in that 
both contain breaking news and features. Yet the difference lies in the fact that 
breaking news can be put up immediately on the Web in real time, whereas print has 
to wait for the next production schedule, a lapse of one day. 
Even though the Web is characterized by immediacy, not many newspapers are 
making use of it, as they are afraid of being scooped by their competitors. According 
to Zukerman (1997), many publishers would rather wait and display their prized 
products one day later in print, so that the immediacy function could not be fully used. 
Compatibility 
If one medium is compatible with another medium, then people are more likely 
to use it. A compatible medium means it is consistent with the existing values, past 
experiences, and needs of potential adopters (Rogers, 1995). Its usage should suit or 
be tailor-made to a person's daily life. Thus, we can surmise that when people think a 
medium is compatible, they will choose that medium more than others. Some readers 
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choose to read print newspapers because they think that this medium suits their life 
while others like to read online newspapers because they think there are some factors 
in the online version that make it more compatible. To apply this concept to my study, 
if the online newspaper is viewed as compatible with the print newspaper, a 
complementary relationship should be found. This concept, together with the uses and 
gratifications approach, can find out the relationship between online and print 
newspapers. 
To summarize the above, print newspapers are defined by their basic nature of 
providing the same content to a large number of people; online newspapers present 
that same content, but they can also provide mechanisms for quickly searching for 
specific pieces of information, whether through search engines or through other 
hierarchical organizational schemes. The speed and ease of searching for specific 
information not only empowers consumers by creating a sense of value, but also saves 
considerable time and effort in locating the desired information, products and services 
(Bates, 2000). 
These differences between the online and print newspapers show that when 
publishers want to create an online newspaper, they should take notice that the online 
medium is different from the traditional print newspaper. The above literature also 
points out some motives as to why people choose online or print newspapers. This 
helps to explain which version of the newspaper readers prefer and why they choose 
online or print newspapers. 
II. Different Viewpoints on the Relationship between Print and Online 
Newspapers 
After pointing out the media characteristics, this part will provide some 
optimistic and pessimistic views about the relationship between online and print 
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newspapers. 
Optimistic views 
Optimistic views in this part means those opinions which support the idea that 
online newspapers will not substitute for print newspapers. Some researchers believed 
that the displacement effect would not occur. The argument was based on the design 
and operation of online newspapers. Outing (1998) pointed out that online newspapers 
are not exploiting this new technology to its full potential. Many online newspapers 
still choose to follow the print model with a cover page providing a reworked version 
of the printed sheet, displaying the familiar masthead, a color photo, and one headline 
for each news story. Critics have also argued that the special features of the World 
Wide Web such as interactivity, hypertext, and multimedia are not being fully used 
(Cochran, 1995; Marlatt, 1999). Many critics argue that daily newspapers have not 
made the necessary changes in the way they collect and distribute news to stay ahead 
(Lasica, 1997). Some authorities say that online newspapers only create 
"shovelware"- the term for the process of taking the content of a print edition and 
reproducing it on a website without any further repackaging of the information 
(Cochran, 1995; Marlatt, 1999). Some online newspapers are still following the same 
old newspaper guidelines of presenting news every 24 hours instead of updating it 
continuously. Actually, online newspapers should be doing more than just shoveling 
news stories into cyberspace. Since the design and operation of an online newspaper 
do not offer many changes, the effects of such changes are not powerful enough to 
displace the print newspaper. 
Some scholars believe that the advantages of print newspapers could not be 
replaced by online newspapers. According to Tham & Foo's study (1997)，on the 
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overview of WWW newspapers from the United States, there are two obvious and 
extremely different viewpoints towards web publishing. "One approach is to give a lot 
of content whereas the other limits the number and length of stories displayed." 
Oppenheimer's study (1996) explained that Internet users are restless and have a 
limited attention span. Even though the Internet has infinite storage area, content 
should be summarized and terse. This approach is similar to that of the television, 
which only gives concise news where the action occurs, but not lots of details. 
However, the print newspaper can take a different approach and provide news 
coverage in detail, within the constraints of limited news holes (Oppenheimer, 1996). 
Also, the online connection process can be tedious and often produces encounters of 
"e-error" messages and slow loading {The Economist, 1996). The advantage of the 
Internet was not fully used, so that the online newspapers are not likely to displace 
print newspapers. 
Secondly, some related studies also achieved optimistic results showing that the 
emergence of the Internet had had little effects on print newspaper reading. The 
survey conducted during mid-1994 by Bromley and Bowles (1995), in the start-up 
period of Internet use, found that the use of traditional media remained the same. The 
hypothesis that readers spend significantly less time reading print newspapers was not 
supported. Tham and Foo's (1997) study also found that the respondents had provided 
some clues to the relationship between print and WWW newspapers. Respondents 
agreed that the print newspaper would not be replaced by the electronic newspaper. 
The results also pointed out that respondents believed electronic newspapers would be 
supplementary to the print products. 
Another empirical study indicated that although several media could cater to the 
same psychological needs, functional division existed among the various 
communication media, each specializing in certain types of needs. The relationship 
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between television and the print media was, therefore, one of functional 
interchangeability and not of substitution and displacement (Adoni, 1985, Katz and 
Adoni, 1973, Neuman, 1980). That study showed that the displacement of print media 
by the electronic media did not occur. This also showed a functional "division of 
labor" in media (Adoni, 1995). This idea could be supported by another study which 
stated that newspaper reading was more popular with the older population while 
magazine reading to seek news was popular among the young (Ikeguchi, 2000). This 
study pointed out that different age groups had similar media needs which could be 
satisfied by function division media. New media are not likely to displace the old 
media. 
Research into the satisfactions and gratifications provided for readers by the 
daily newspaper also indicates that print newspaper is deeply woven into the daily 
lives of ordinary people. It provides certain unique services and gratifications that 
other media cannot give them. This shows that the newspaper has its role in the 
communication system that alternatives are unlikely to displace. According to 
DeFleur and Ball-Rokeach (1982)，"[newspaper] remains as an institutionalized 
culture complex as one of our fundamental modes of mass communication" (p.42). 
The online newspaper is more likely to erode some readership of the print newspaper 
rather than replace it. 
Redmond (1997) used content analysis to investigate nearly 1,500 broadcasting 
websites and suggested that most broadcasters considered the Web's major function to 
be as a promotional tool. Web news was not purposefully used to displace the print 
newspaper. 
Lastly, some studies suggested that both print and WWW newspapers would 
flourish together. According to Tham and Foo (1997), "three-quarters of the national 
or metropolitan papers believed that the print and its WWW version would flourish 
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together." They mentioned that less than half of the local dailies think likewise. The 
national or metropolitan papers were more optimistic about the future of print 
newspapers and their Web editions than the local dailies, partly because they had a 
higher readership and were making more money than the local dailies (Tham and Foo， 
1997). In the transition period, Hong Kong is a special place where there is no 
distinction between national and local newspapers, so will the situation there be the 
same as in the United States? 
Pessimistic views 
Although there are optimistic viewpoints that online newspapers will help the 
growth of print newspapers, some researchers do not agree with the argument. Since 
the Internet is expected to have a significant content-and process-changing influence 
(Phipps, 1999)，print newspaper reading will be affected by the emergence of the 
Internet because many users are seeking local news on websites (Strupp, 1999). 
The theory of niche mentioned that a new medium may or may not compete with 
existing media. If competition does exist, then the consequences for the older media 
would be exclusion or displacement, wherein the new medium takes over some of the 
roles played by the older medium. Innis (1951) also took a pessimistic view and 
assumed that a dominant communication medium in any given period was eventually 
replaced by another that better copes with the problems of communication knowledge 
through space and time. 
Firstly, some studies that focused on readers suggested some of the threats that 
online newspapers posed to print newspapers. Leung and Leung (1999) found that 
readers' attitudes and preferences towards online newspapers revealed that their 
online and print newspaper reading behaviors were very similar. They also found that 
all online readers were actually very similar, so a homogenous product strategy was 
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recommended for online newspaper publishers to reach the existing readers of the 
online newspaper. Whether there was a difference between the print newspaper 
readers and the online newspaper readers remained unclear. 
The increased demand for news and the quality of content also led online 
newspapers to flourish. Tham and Foo (1997) stated that online newspaper publishers 
thought that "readers are hungry for news, and they want to satisfy this hunger for 
information by making use of the limitless space they do not have on the print 
newspaper." They found that the presence of hyperlinks means readers can choose 
what they want. Hence, the presence of ample content does not stretch the attention 
span of the readers since they do not have to read everything. The issue, though, may 
not be the length, but the quality of the content. It is also believed that content that is 
not worth publishing in a print newspaper is also not worth publishing in the online 
version (Fillmore, 1993). If the quality of online news content is improved, many 
news readers will be attracted by this new medium. 
All these arguments provide plausible explanations for users' reading behavior. 
Some readers may choose the online version because they can browse detailed news 
information with no time limit. Because of the instant news all day long, readers can 
get the most up-to-date news any time they like, or before the daily newspaper is 
published the next day. There is also no geographical limit so that readers from the 
USA can get news from Hong Kong when they can access the Internet elsewhere. 
This encourages readers to switch to online newspapers. 
Secondly, some related studies found that a displacement effect existed. The 
American Internet User Survey (1997) ascertained that 35 % of Internet users reported 
a decline in television use, and 16 % reported a decline in newspaper reading. Some 
online surveys, like the one conducted by the New Century Network during a 
six-week period from June to July 1997, measured online reading and shopping habits, 
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media use and user demographics. About 52 % of the respondents were watching 
"much less" or "slightly less" broadcast TV due to Internet use. However, these online 
surveys usually reached readers who were frequent users of the Internet and were 
prone to problems such as self-selection and duplication. 
A study by Forrester Research (Bass et al., 2000) predicted that by the year 2001, 
television and print newspapers would lose significant portions of their most valuable 
customers to online news and special interest computer programming. Based on the 
current patterns of consumer buying and computer usage, the study predicted that 
print newspapers could lose as much as 14 % of their readership over the next five 
years. Consumers will subscribe less and shift to newsstand purchases on an 
as-needed basis because the Internet exceeds the timeliness and depth of newspapers 
by an order of magnitude. Most people predicted that readership of print newspapers 
would continue to decrease and that a displacement effect would occur. Will the 
displacement effect come true or will another scenario emerge? 
Bromley and Bowles (1995) conducted a study examining how use of the 
Internet affected the use of traditional news media. As technology and network 
expansion enabled and fostered a shift from text to graphics and multimedia content, 
questions emerged over the nature of this new medium. Their study focused on 
whether the time consumers spent on the Internet and other online services would 
affect the time spent on traditional media. The hypothesis of the research was that 
"users of interactive computer networks, at least during initial start-up, will spend less 
time with newspapers, television, and radio than they did before adopting the new 
technology". The research found that people could search for news information 
quickly and conveniently through the Web. Although it found that there was no 
change in the amount of time people spent with traditional media even after the new 
technology emerged, the impact of the Internet could not be ignored. 
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Katz (1999) mentioned that online news will one day become mainstream 
journalism because the Web is transforming culture, language and information, and 
we're seeing this in very dramatic and measurable ways, which some liken to the 
invention of movable type. The old model of a few people providing information to 
many will be replaced by a new model of many providing to many (Dauncey, 1997). 
This "breaking down" will rewrite the rules and transform the new media. 
Relationship and interaction between the news organizations and their audiences are 
also in transition (Katz, 1999; Pavlik, 1999). How should, or will, existing media react 
to this growing communications system (Kaye & Medoff, 1999)? Was this new 
medium a substitute, or a complement to traditional media (Chyi & Sylvie，1998)? All 
these questions are related to this study. 
The data from Business Journal (2002) reported that in 2001，100 US daily 
newspaper websites attracted more than 10 % of adults in their market. However, only 
48 newspaper websites had attracted 10 % of adults in their market in 2000. This 
showed a dramatic growth of online newspapers. In 2001，45.3 % of people surveyed 
said they were not exposed to a daily newspaper on an average weekday. Business 
Journal (2002) also mentioned that the newspaper industry has been experiencing a 
steady decline in readership for 30 years, so the Internet may turn out to be the lifeline 
the industry has been seeking. 
Lastly, some research looked at the future of online and print newspapers. The 
development patterns of some traditional media were used as evidence to support their 
predicted development. DeFleur and Ball-Rokeach (1982), asked what is the print 
newspaper's future and conclude that it will probably survive with some further 
decline in readership. They provided evidence to support their opinions. "During the 
1930s, weekly news magazines began to gain mass acceptance. Even film played a 
part. By the late 1940s, and during the 1950s, of course, television swept through the 
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American society" (DeFleur and Ball-Rokeach, 1982). According to DeFleiir and 
Ball-Rokeach (1982), all these "functional alternatives to the newspaper have invaded 
the circulation of the daily press. All these provided news, information, or 
entertainment in a way that once was the exclusive province of the newspaper". Is the 
line separating media blurring and is "media convergence" taking place? Online 
newspapers can also satisfy readers' needs as well as the print newspapers, so that 
they may be the functional substitute for print newspapers. 
DeFleur and Ball-Rokeach (1982) further stated that the computer opened the 
door to the mass media of the future. They stated, "mass information utilities, if 
developed, would probably replace some traditional media and force changes in 
others" (p. 106). For instance, newspapers and news magazines could become obsolete 
if most people had a terminal hookup to a news information utility in their home 
(DeFleur and Ball-Rokeach, 1982). People can receive news content through the 
telephone, or cable television receiver. 
Mueller & Kamerer (1995) suggested that the online service would gain more 
and more attention in the future. The news sources provided by this electronic mode 
were delivering information very similar to the printed newspaper. Moreover, the 
rising cost of print media makes the electronic newspaper seem more economical 
(Mueller & Kamerer, 1995). Their study suggested that people prefer to search for 
specific topics on the Web rather than in traditional newspapers. However, they 
thought that readers preferred using the online newspaper for global information, but 
preferred the printed newspaper for localized information (Mueller & Kamerer, 1995). 
Any future prediction is based on present technologies. Since technology is 
continually improving and the Internet continually progressing, no one really knows 
what will happen in the future. This study mainly provides an overview of online and 
print newspaper reading among university students in Hong Kong. It provides a 
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comparison for online and print newspaper gratifications to consolidate their media 
characteristics. Through these motives and gratifications seeking, we can examine 
whether online and print newspapers substitute, displace or complement each other. 
This study will also contribute to the research into the relationship between the old 
and the new media. 
III. Online Newspaper Usage from a Communication Perspective: Theoretical 
Approach 
Since online users can choose from a greater amount of information and a wider 
range of sources, online journalists are less likely to serve as traditional information 
gatekeepers (Smith, 1999; Anonymous, 1999). As the audience takes the active role, 
its motives will affect the choice of medium. Whether the subject is online or print 
newspapers, investigating the active nature of the audience can help researchers know 
why readers use a medium and what are the strengths and weaknesses of that medium 
as an information vehicle. 
Active audience 
Morris and Ogan (1996) mentioned that the concept of audience activity should 
be included in the study of Internet communication. Parker (1973) identified the shift 
in control over content away from transmitters to receivers as the most potentially 
revolutionary aspect of mass information utilities. Most audiences actively seek what 
they need from the media. As Katz, Blumer and Gurevitch (1974) suggested, we 
should "ask not what media do to people, but ask what people do with media". 
Main concept 
The concept of an active audience implies: 1) utility, the uses people have for 
communication, 2) intentionality, or prior motivation that directs communication 
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behavior, and 3) selectivity, or prior interest and desires that affect communication 
choices and content (Blumler and Katz,1974 ； Palmgreen et al. 1985). 
The active audience argument stated that the biggest factor influencing people 
was not the media, but themselves. An individual makes the choice, and the selection 
that is made will merely underpin the views and inclinations that they already have. 
The seekers also interact with the media as opposed to being passive recipients of the 
media content (Williams, Phillips, and Lum, 1997). The audience will actively select ‘ 
media and media content to satisfy its needs and fulfill its expectations (Infante, 
Rancer and Womack, 1990). Wright (1959) argued that the selection of media and 
content, and the uses to which they are put, are considerably influenced by social role 
and psychological predisposition. The behavior of media gratification-seeking is 
regarded as goal-directed and utility-driven (Blumler, 1979; Katz et al., 1974). Perse 
& Courtright (1993) studied the normative image of communication media. 
Respondents were asked to evaluate 12 different mass and interpersonal 
communication channels in fulfilling 11 communication needs. The results showed 
that people were aware of their needs and could select the most suitable medium to 
gratify their needs. 
It is obvious that audience motives and media behaviors are intertwined and 
interrelated (Palmgreen, et a l , 1985). This complicated and multi-dimensional 
audience activity had been conceptualized into audience orientation and the temporal 
dimension. The audience orientation involved three levels: selectivity, involvement 
and use. However, the temporal dimension depended on the occurrence before, during 
and after exposure. Levy and Windahl (1984) also classified these dimensions into 
three types, namely "Preactivity", "duractivity" and "Postactivity". The most 
influential part of this study is that it reinforced the theoretical expectations that the 
more motivation the audience members have, the more they perceive various types of 
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gratifications and the more active they will be in their media consumption (Palmgreen, 
1984). It indicated the close relationship among media use, expectations and 
gratifications and media consumption. The model aimed at analyzing the audience 
activity by connecting the gratifications sought and gratifications obtained. 
Relationship between motives and active audience 
The general theoretical conclusion from numerous uses and gratification studies 
is that the gratifications sought motivate the use of a particular medium in an audience. 
Uses and gratifications theory posits that gratifications derived from media 
experiences drive media choices (Lichtenstein and Rosenfeld, 1984). Communication 
motives are key components of audience activity (Rubin, 1993). Motives are general 
dispositions that influence the actions a person takes to fulfill a need or want. Earlier, 
Kuehn (1994) examined motives of computer-mediate communication (CMC) users 
in an instructional setting. Her study focuses on motives for media use, factors that 
influence motives, and outcomes from media related behavior. Psychological 
characteristics, social context, and attitudes and perceptions influence a person's 
motives and behavior (Rubin, 1993, 1994). Thus, motives are also key components of 
this study of online and print newspapers. 
As readers choose to use a medium, there should be some reasons that they 
choose one over the others. Therefore, the question which should be asked is why 
online readers choose online newspapers. The uses and gratification theory, which is 
audience-oriented, examines how the audience uses different media based on their 
social and psychological needs and expectations. 
Uses and Gratifications 
The uses and gratifications theory has been used to analyze media consumption 
for a few decades. This approach documents user expectations and patterns of 
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exposure to different forms of media (Sundar, Narayan, Obregon and Uppal, 1998). 
Why do people start to use a medium? Bogart (1965) suggested that it might be 
because of accidental exposure or curiosity. If so, then why do people continue to use 
a medium? Herta Herzog (1944) pointed out that the mass media provide people with 
certain satisfactions. It is such self-reported perceptions and motivations that allow 
researchers to investigate those factors that attract a continuing audience to specific 
mass media (Lazarsfeld and Stanton, 1979). 
Assumptions in Uses and Gratifications Theory 
The uses and gratifications theory allowed researchers to examine how people use 
the media and what gratifications they seek and receive from their media behavior 
(Wimmer & Dominick, 1997). People choosing to use a medium are driven by their 
social and psychological needs and motives. They can state their own motives for 
using a medium. 
Some common assumptions are shared by scholars utilizing the uses and 
gratifications approach. First, the audience is active and mass media use is 
goal-directed. Second, audiences actively select the media type and media content to 
fulfill their needs. Third, the mass media must compete with other sources of needs 
satisfaction. Fourth, the audiences are conscious of their reasons for using the mass 
media, and fifth, value judgments of the audience's linking its needs to specific media 
or content should be suspended (Katz, Blumler and Gurevitch, 1974). 
Gratifications studies on traditional media 
The uses and gratifications approach has a long tradition, so the gratifications 
scales were developed through a number of studies. By reviewing these studies, many 
gratification statements could be extrapolated from factors found in them. The 
well-constructed scales are an important reference in this study so that it is important 
to review some significant uses and gratifications studies. 
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One Study found that radio soap operas were used in three different ways by their 
listeners (Perse and Runin, 1988). The radio soap operas were used as emotional 
releases, used as escapes from reality and as solutions to problems. Another study by 
Blumler and Katz (1974) suggested that there were four main needs of television 
audiences that are satisfied by television. The first of these was diversion which was a 
form of escaping from the pressures of everyday life. The second one was personal 
relationships where the viewer gains companionship, either with the television 
characters, or through conversations with others about television. The third one was 
personal identity where the viewer is able to compare their life with the lives of 
characters and situations on television, to explore, re-affirm or question their personal 
identity, and the last one was surveillance where the media are looked to for 
information about what is happening in the world. 
Research based on the use and gratification tradition has examined the 
gratifications associated with the use of television, newspapers, magazines, VCRs, 
and electronic mail (Dobos, 1992; Katz et al., 1973，Levy, 1987; Lichtenstein and 
Rosenfeld, 1984). Katz, et al. (1973) found that the newspaper, television, and radio 
were used to satisfy political needs. Personal needs could be satisfied either by books 
or by films. Those who want entertainment could gratify that need using television 
and film. Therefore, different gratifications could be fulfilled through the use of 
different media. News-seeking from different channels also resulted in different 
satisfactions. Gratifications from newspaper-reading were usually associated with 
surveillance, entertainment and diversion (Blood & Keir，1983). 
When investigating the uses of videocassette recorders (VCRs), Rubin and Rubin 
(1989) retained social interaction, and added library storage, freedom of choice and 
learning as motives for using VCRs. 
Gratifications studies on new media 
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Apart from obtaining gratifications factors from the traditional media study to 
this study, this section tries to show that the uses and gratifications theory is 
applicable to new media studies. The gratifications found in the following studies 
were also the references used to set up gratification statements in this study. Since the 
mediated communication technology development continues to accelerate, the uses 
and gratifications theory can possibly be used in a variety of research subjects (Lin, 
1996). 
Uses and gratifications theory has been applied to many different kinds of new 
media research. Garramone, Harris, and Anderson (1986) used open-ended questions 
to assess gratifications sought from political electronic bulletin board systems (BBSs) 
and found four gratifications: surveillance, personal identity, diversion, and 
technological access to legislators. Rafaeli (1986) also employed the uses and 
gratifications approach to study electronic bulletin boards. Williams and his 
colleagues (1985) conducted a study to examine the gratifications associated with 
several new technologies such as cable television, videocassettes, interactive services, 
teleconferencing and electronic mail. The significance of this study is that it stated 
that new technologies could contribute to different functions. For example, computers 
could provide for nonlinear access to information (Williams, et al., 1985). Leung 
(2001) used this approach to examine the ICQ chatting motives of college students 
and found that heavy users of ICQ are motivated by affection and sociability while 
fashion was the motivation for light users. 
When comparing computer-mediated communication and interpersonal 
communication motives, Flaherty, Pearce, and Rubin (1998) found that people used 
computers to gratify: (a) interpersonal needs (i.e., inclusion, affection, control, 
relaxation, escape, and pleasure); (b) needs traditionally fulfilled by media (i.e., social 
interaction, passing time, habit, information, and entertainment); and (c) other needs 
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(i.e., meeting people), which are fulfilled by new media. Recently, the use of the 
personal computer has been linked to people's desire to be able to surf the Web for 
various communication purposes that are tied to the fulfillment of psychological needs 
commonly observed in uses and gratifications research. Those needs are social 
identity, interpersonal communication, parasocial interaction companionship, escape, 
entertainment, and surveillance (Lin, 1996). 
Some traditional gratifications can also be found in new media usage. Some 
scholars believed that the gratifications sought from new media are closely related to 
those sought from the old media. This indicates that the uses and gratifications theory 
is still applicable to the new media research with some adjustments. According to 
Parker and Plank (2000)，the key predictors of online usage are relaxation and escape. 
Their research suggested that people prefer to search for specific topics on the Web 
rather than use traditional news sources. Briefly, companionship and social needs 
were related to alleviating boredom and loneliness. Learning needs (called 
surveillance by O'Guinn and Faber, 1991) and excitement ranged from discovering 
new things to the excitement of surfing the Internet were also gratifications obtained 
from Internet usage. 
Vincent and Basil (1997) studied the reasons behind media choices by college 
students. They found that use of new media increased with the number of years in 
college and that surveillance needs and the need for learning and understanding were 
significant predictors of new media use. Boredom, entertainment and escape were less 
significant predictors. 
Furthermore, research also observed that certain channels were functional 
alternatives to fill similar needs. For example, video, audio, print and interpersonal 
channels all filled the relaxation and escapism needs, while the entertainment needs 
were best served by the video and audio channels (Perse & Courtright，1993). 
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After reviewing previous literature, some ideas for setting up gratification 
statements emerged. It has been suggested that using the Web involves exploratory 
behavior (Eighmey and McCord, 1998). By reading print or online newspapers, users 
can satisfy specific needs that may include entertainment, information seeking, getting 
updated information, downloading photos, sending e-mail or going to other hyperlinks. 
Hence, the uses and gratifications approach is essential to understanding how and why 
people choose between print and online newspapers to satisfy their needs. 
Gratifications studies and media differentiation 
The position adopted here is that there is no universal set of gratifications 
applicable to all media, but rather, there are domains of gratifications peculiar to each 
set of competing alternative media. This theory posits that gratifications derived from 
media experiences drive media choices. The motives of using a medium are affected 
by the characteristics of the medium. 
The audiences formed different perceptions towards the media because of media 
differentiation. Based on this differentiation, audiences would choose the medium that 
best served their needs. "Certain bodies of content serve certain functions or that one 
medium is deemed better at satisfying certain needs than another" (Katz et al., 1974). 
For example, Katz and his colleagues (1974) found that people usually read the 
newspaper for information, but in the US, more people get their news from the 
television than from the newspaper. In addition, one medium could also serve a 
multiplicity of needs and functions. The study by McQuail, et al. (1972) revealed that 
news viewing not only gratified surveillance needs but also satisfied the social utility, 
empathy, and even escape functions. 
The uses and gratifications perspective has been applied to the study of different 
media. Since this new medium has emerged, the same perspective can be used to 
investigate whether the audience makes use of it in different ways. Based on this 
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theory, this study attempts to find out what are the motives that affect readers' 
newspaper choice. Readers' media needs will be explained by the concepts generated 
from the literature including: passing time/habit, companionship, excitement, 
relaxation, information/surveillance, escape and entertainment. This study is used to 
explain how individuals use print newspapers or online newspapers to gratify their 
needs. The question “what do people do with the media" (Rubin, 1985) will be 
answered. Moreover, it helps to discover the underlying motives for individual media 
use and attempt to identify relationships between the usage patterns and the 
demographics. The results of this study will also indicate how users' perceptions 
reveal the strengths and weaknesses of print newspapers or online newspapers. 
By ascertaining the uses and gratifications of both online and print media, we can 
see in what ways the two are complements or substitutes. Where both online and print 
media share the same uses and gratifications, they are substitutes as the use of one 
means that the other does not need to be used or can be used less. On the other hand, 
when uses and gratifications differ, online and print newspapers can be thought of as 
complements as the functions of the two do not overlap. 
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Chapter Three: Research Framework 
I. Research Questions 
The goal of this study is to examine the audience experience associated with 
online and print newspapers from the uses and gratifications perspective. Also, this 
study aims to investigate the relationship between online and print newspapers: who 
will read online or print newspapers, how and why the readers use these two media, 
and what are the gratifications of these two kinds of newspaper reading. A major area 
of investigation in this study is whether readers use the online newspaper to substitute 
or complement the print newspaper. 
Definition of complement and substitute 
Two major concepts, complement and substitute, need to be defined. 
Complement 
In economics, car and petrol serve as an example of complements. This example 
showed that when you use a car more, you need to use more petrol. In 
communication, it is very difficult to find an example that when you use one medium 
more, you need to use another medium more. 
Thus in this study, the concept of "complement" is defined from a uses and 
gratification perspective. When a medium possesses unique gratifications that cannot 
be satisfied by another medium, they supplement each other. This concept also 
related to the uses and gratifications theory in a sense that the motives or 
gratifications of reading one type of newspaper may have positive or no relationship 
with the use of another kind of newspaper. If the result showed a positive or no 
relationship between the online and print newspaper, the two types of newspapers can 
Online and Print Newspapers 33 
serve different media needs, and reading online newspaper will not affect the print 
newspaper reading, i.e.; there is a complementary relationship. 
Substitute 
Similarly, two media products are substitutes if the use of one will decrease the 
use of the other. In other words, the two media share common gratifications. 
Correlation between the Internet and print newspaper 
To examine the main research question, some questions are asked to measure the 
substitute and complement concepts concretely. According to Reagan (1987 and 
1989), the use of a new communication technologies was best predicted by the use of 
functionally similar technologies and user perceptions of them. According to this 
concept, people who use one technology will also be more willing to try some similar 
technologies. Also, readers' Internet usage patterns are related to their reading of 
online or print newspapers. It is believed that readers who use the Internet will also 
spend their time on reading online newspapers because these two are functionally 
similar technologies. However, a displacement effect may exist between online 
newspaper reading and print newspaper reading if readers spend less time on print 
newspaper reading because of their Internet use. The new medium displaces the old 
medium. Thus, it is expected that: 
HI a: The time spent on the Internet is positively related to the time spent on online 
newspaper reading. 
Hlb : The time spent on the Internet is negatively related to the time spent on print 
newspaper reading. 
New gratifications of newspaper reading 
As different media have different characteristics, these characteristics may affect 
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readers' motivations in choosing a medium to satisfy their needs. In this study, two 
media will be tested. In order to set up the relevant questions in the questionnaire, 
some distinctive characteristics of online and print newspapers are considered. 
Interactivity 
It is believed that interactivity is one of the attractive characteristics of online 
newspapers. Light's study (1999) suggested that hyperlinks that provide in-depth 
information can attract readers, since interaction gives control to the user and "allows 
the reader to make a choice independently" (Golovchinsky & Chignell, 1997, p. 663). 
Updating frequency 
The online newspaper is updated so fast that it attracts readers to download the 
news in real time. Readers who want fast information will use online newspapers as 
an important source of information. 
Readability 
The new design website interface should attract readers. In recent years, the 
improvement in transmission speed of the Internet allows users to read online 
newspapers at a faster speed. Also, online advertisements will not be a disturbance 
when surfing the Web. 
Economy 
The cost of posting news online is cheaper than publishing it in a print newspaper, 
so this is obviously a relative advantage of the online newspaper. 
Convenience 
For some readers, online newspapers can provide a large variety of information 
sources so that they can easily and quickly search the news from years ago. The 
online newspaper also can help them to access other hyperlinks that they can get the 
information needed. 
Tangibility 
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Since the print newspaper has limited space, when readers only buy a print 
newspaper, they cannot get the in-depth information that they need. The print 
newspaper also is a one-way communication from the publisher to the audience, 
which means that interactive responses to suit individual readers' needs are not 
possible. However, if the readers prefer the feel and touch of the tangible newspaper 
and want a portable medium, they will prefer to read the print newspaper. Those who 
like the feel and touch of print newspapers will be different from those who like the 
feel and touch of a keyboard. 
Mobility 
According to Hughes (2000)，print newspapers have the characteristic of 
portability. Readers can take their newspaper anywhere, from room to room at home, 
or on the bus or in the park. Readers can "tear bits out of the newspaper, or distribute 
sections to others" (Hughes, 2000). Readers will also be moved by the print 
newspaper's display of photos, or gripped by its graphic images in a way that the little 
computer screen can hardly replicate (Hughes, 2000). Readers can browse the 
newspaper in a more leisurely manner than the more structured format of the web 
page permits. 
Habit 
Many people still think that reading print newspapers is their daily habit, because 
they are used to buying print newspaper every day. 
Although online and print newspapers share some overlapping gratifications, 
online and print newspapers by nature are still different. Thus, part of the statements 
deals with overlapping gratifications, while the unique characteristics of these two 
media are also taken into consideration. 
In this case, if the order of the overlapping gratifications found in both online and 
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print newspaper reading is the same, the two kinds of newspapers are substitutes. If 
those overlapping gratifications are in different order and some new gratifications for 
both kinds of newspapers are found, they have a complementary relationship. 
Gratifications seeking 
According to Leung (2001)，"uses and gratifications theory attempts to explain the 
uses and functions of the media for individuals, groups and society in general." This 
theory mainly investigated how media are used to satisfy audience's needs and to 
examine what the underlying motives are (Katz et al., 1974). In this study, 
gratification is an important variable. One goal of this study is to explore a wide range 
of motivations in print and online newspaper use. When the motives to use the online 
or print newspaper are known, what draws readers to read online or print newspaper 
will be answered. By seeking these gratification statements, we can investigate the 
reasons why readers choose a medium. As mentioned above, the results can help us 
understand the relationship between online and print newspapers. Therefore, we will 
ask: 
R l . What are the gratifications readers associate with online/print newspapers? Do 
they overlap? Is there any new motive? 
Profiles of newspaper readers 
Since reading online newspaper requires certain knowledge about computer 
operation, the demographics which affect readers' Internet usage which will affect a 
reader's choice of print or online newspapers. Some studies have shown that current 
users of online news services do not just have greater access to and familiarity with 
computer technology, they also have very different demographic and attitudinal 
characteristics than the general population (Birdsell et al., 1998; Davis & Owen, 1998; 
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Hughes & Hill, 1998). If demographics can influence media use, then it is necessary 
to find out their influence on online and print newspaper reading. According to 
Vincent and Basil (1997), 'demographic differences will affect gratifications sought." 
This study investigates the role of user demographics and its relationship with the 
motives and gratifications. Since there are three kinds of newspaper readers, the 
research question will be: 
R2. What are the demographics of print-only, print and online, and online-only 
newspaper readers? 
Simultaneously, this study examines the ways in which readers read different 
kinds of newspapers. The reading patterns are useful to distinguish the reader groups. 
If the readers cannot be distinguished, it means that from the readers' viewpoint, 
reading online or print newspaper does not make much difference. In this case, the 
online newspaper is a keen competitor of the print newspaper. The displacement effect 
is more likely to take place. So, this study will investigate the following question: 
R3. What is the usage pattern for online/ print newspapers? 
All the answers to these research questions are significant from a practical point of 
view, because they can provide guidelines for online newspaper publishers and print 
media producers to know who their consumers are. Simultaneously, these results will 
contribute insights to the understanding of computer-mediated communication. 
Impact of online newspapers on traditional media 
When a new medium appears, people become interested in knowing whether there 
will be a displacement effect, whether the new medium will affect the old medium, or 
even replace it. According to previous research, the use of traditional media remained 
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the same during the start-up period for Internet use. Respondents did not spend 
significantly less time with newspapers (Bromley and Bowles, 1995). A study by 
Mueller and Kamerer (1995) also pointed out that the electronic newspaper was not a 
satisfactory substitute for the traditional format because the new medium was 
uncomfortable to travel through, unappealing to browse leisurely, and more difficult 
to read than the printed newspaper. A recent study (Parker & Plank, 2000)，which 
explored the media habits of college students, found that there was no evidence that 
students only use the Internet and have abandoned traditional forms of media. The 
study also found that students' still relied heavily on print media for their information 
needs and that the online sources of information were only slightly behind radio 
(Parker & Plank, 2000). To explore the effect of the online newspaper on the 
traditional media, a direct question was asked to find out the level of substitution: 
R4. How do readers' online newspaper reading affect the use of other traditional 
media? 
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Chapter Four: Methodology 
Surveying is the most commonly used method for gathering information among 
uses and gratifications researchers. Although surveys cannot get in-depth information 
from each individual, it can gather large amount of data and allow researchers to 
examine the relationship between different variables. Thus, a survey of 991 college 
students was conducted to gather data for this study. 
I. Sample 
University students were chosen as the target sample for the study because the 
likelihood that they access the Internet and read online newspaper is high. Students at 
university level can connect to the Internet from home, from school or from their 
dormitory by connecting to their school's servers, so their possibility of using the 
Internet is very high. They are also required to use e-mail to receive notices or 
information about their school so that they should have experience of using the 
Internet. Since university students can easily access the Internet, they should be the 
group which has the greatest opportunity to spend time surfing the Internet for 
information. Moreover, they need to carry out many assignments and papers which 
need lots of information. University students are also an important sample for news 
use because they are in the midst of the period of socialization to the news media 
during a dramatic yet predictable change in the life cycle (Henke, 1985; Rubin, 1985). 
Thus, they should have experience of using online or print newspapers. They are also 
more likely to read online newspapers because of the convenience of accessing the 
Internet. 
Students in 2002 also live in the computer age and so are the potential target 
audience of online information providers in Hong Kong. They gained computer 
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knowledge in their primary or secondary schools so they should be more willing to 
accept the Internet usage. As the Internet penetration rate among university students 
should be higher than the general population as a whole, and because most of them 
have some knowledge about computer usage, they are the target group for 
investigating online newspaper reading. Moreover, choosing university students as the 
sample is very suitable because if university students, the group with the highest 
accessibility to computer usage, do not use online newspaper to substitute print 
newspaper, the probability of the general public using online newspaper to substitute 
print newspaper will not be high. 
Therefore, this study explores university students' patterns of reading print and 
online newspapers in order to find out the relationship between new and traditional 
news gratifications functions. Through this investigation, the substitute or 
complementary relationship between online and print newspapers will also be 
examined. 
II. Sampling procedure 
As multi-stage stratified random sampling is a valid method for generating a 
group of student samples (Leung, 2001), the multi-stage stratified random sampling 
method was used to select students at the Chinese University of Hong Kong in 2002. 
Departments were randomly selected in the first stage. Among the stratified list of 49 
departments and programs in seven colleges, a small department should have less than 
100 students enrolled, a medium one is defined as one that enrolls between 100 and 
300 students, and a large one consist of 301 students or more. As a result, there are 18 
small, 24 medium, and 7 large departments. To ensure a proportionate stratified 
sample from these 49 departments in the selection process, 6 small, 8 medium and 3 
large departments, about one-third of each stratum was randomly selected using a 
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random number generated by the random digit selection in MS Excel. After selecting 
the departments, the second stage was to select classes. In this stage, the classes also 
were selected from the stratified list of large, medium and small classes from the 17 
randomly selected departments. A small class has 30 or fewer students, a medium 
class has 31 to 99 students, and a large class is defined as having 100 students or more. 
In order to select classes in proportion, 9 small, 22 medium and 2 large classes, about 
one-third of each stratum, were randomly selected to represent the proper proportion 
of the student population. 
The questionnaires were administered in class with the voluntary agreement of 
the instructors and students. To make sure that permission had been gained from the 
instructors of each selected class, the permission was sent by e-mail. Other similar 
size classes were used as the alternatives when instructors refused to participate in the 
survey. The students could also choose to be involved in the survey or not. In this 
survey, there were 994 questionnaires received, with 3 were incompleted. Therefore, 
991 out of 1,411 questionnaires were received in this survey with a completion rate of 
70.2 %. 
III. Data Collection 
THe data were collected from the April to April, 2002. Self-administered 
questionnaires were distributed to selected classes. Most of the questionnaires were 
collected at the beginning of the class after the students finished it. Some classes 
completed the questionnaires during the break and some finished 15 minutes before 
the end of the class. 
IV. Questionnaire 
‘ The questionnaire had two versions. An English version was set up based on the 
I 
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literature (Appendix I). This version corresponded to the Chinese version. The 
Chinese version of the questionnaire was used to eliminate any misunderstanding of 
the questions (Appendix II). A Chinese version was also used in the survey. The 
questionnaires took approximately 15 minutes to complete. 
Overall questionnaire 
A 26-item questionnaire with 111 questions was distributed to the selected 
classes. These items were identified from related literature. Six questions measured 
Internet use and 99 questions asked about online and print newspaper usage. Another 
6 questions collected demographic information including age, gender, major, 
household income and year of study. 
Details in the questionnaire 
Questions about Internet use were replicated from Lin's Uses and Gratifications 
of Internet (1995) and Hunter's survey of the uses and gratifications of project Agora 
(1996). Motives of the Internet users were queried by the uses and gratifications 
statements which were replicated from King's survey (1997) on the uses and 
gratifications of the World Wide Web, Rubin (2000),s research about predictors of the 
Internet use and Leung's research (2001), which investigated the ICQ usage of college 
students. The gratification sought and gratification obtained measurements were also 
generated from these studies. Since all these motives can be used to explain the new 
media use, they were used in this study to investigate the motives for using the online 
newspaper. Questions asked about the usage of the other media were based on 
Bromley's survey about the impact of the Internet on the use of traditional news 
media (1995). 
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V. Measurements 
Internet use 
The first question asked the respondents to evaluate their computer knowledge 
on a 10-point scale with 1 representing they think they do not know what the Internet 
is and 10 representing they think they are very familiar with it. Some more questions 
asked about the Internet use of the respondents. For example, do they have experience 
of using the Internet, which was used to screen out the unsuitable subjects. Following 
this was a question specifically chosen for the subjects who did not use the Internet. It 
aimed to find out why they did chose not to use the Internet. For all these details, refer 
to Appendix 1. 
After the filtering process, questions such as the length, frequency, time spent 
and locations of using the Internet were asked. They are: 1) how long have they been 
using the Internet; 2) how often do they use the Internet in a typical week; 3) how 
much time, on average, do they spend on using the Internet in a typical week, and 4) 
where, and 5) when are they usually using the Internet. For these details, refer to 
Appendix I. 
Measures of online and print newspaper reading behavior 
After getting the information on the general use of the Internet, it is necessary to 
find out the reader's pattern of using online newspapers. There was a filter question to 
classify who were the online newspaper readers. In the second part (online newspaper) 
and the third part (print newspaper), some questions were asked to reveal respondents' 
reading behaviors (Appendix I). These questions included: 1) how long have they 
been reading the online newspaper; 2) how often do they read online/print newspaper 
in a typical week; 3) how much time, on average, do they spend on reading 
online/print newspapers in a typical week; 4) where, and 5) when are they usually 
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reading online/print newspapers. Most of the questions were open-ended for them to 
fill in the number of times of use or average number of months or hours of reading. 
Uses and Gratifications of reading online/print newspapers 
The thesis of uses and gratifications theory was used to examine the reasons 
behind the use of media. Studies made by King (1997)，Rubin (2000) and Leung 
(2001) proved that the traditional uses and gratifications statements could be applied 
to the new media. According to King (1997), these statements were categorized based 
on Rubin's nine-fold typology (1981). The nine factors included: passing the 
time/habit, companionship, excitement, specific programs, relaxation, 
information/learning, escape/forget, entertainment, and social interaction. Leung 
(2001) also applied the factor "fashion" to the new media. This study used these 
motives and applied them to online and print newspaper reading. Therefore, 
surveillance, entertainment, escape, passing time/boredom, relaxation and fashion 
were identified as motives or gratifications. These motives and gratifications sought 
were incorporated in the survey questionnaire. Each motive would use three to four 
statements to test the same factor or concept. 
However, not many studies mentioned the use and gratifications of online and 
print newspapers reading. So, two sets of gratifications statements were developed to 
test the gratifications sought from online and print newspapers separately.Some new 
items also were added to adjust the motives of reading online and print newspapers. 
Twelve new items for five factors were constructed for the motives of online 
newspaper reading and twelve new items for three factors were developed for the 
motives of print newspaper reading. The candidate items were developed from 
focus-group interviews conducted with ten participants who are both the online and 
print newspaper readers from different academic disciplines. The goal of this pilot 
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Study was to find out what gratifications can be satisfied by different kinds of 
newspapers reading. 
For online newspapers, convenience, economy, multimedia, readability and 
frequently updated were the factors, while for the print newspaper, the new factors 
were habit, mobility and tangibility. A pilot study was conducted using the 
convenience sample in order to test the new items and refine the questionnaire. The 
pre-test eliminated 12 items from the online newspaper reading and 6 items were 
eliminated from the print newspaper reading. The remaining items were the unique 
gratifications of online or print newspaper reading (Appendix I). It is interesting to 
find that surveillance is not found in the pilot test of the online newspaper which 
revealed that information seeking is not an important motive for students to read the 
online newspaper. This was because other motives were more important when reading 
online newspapers. It was also because students can seek information from a variety 
of sources, so that from their viewpoint, online newspapers may not be an important 
source of information. 
Subjects were required to respond to any items which they thought of as their 
motivations and then use the 5-point Likert-type scale: strongly disagree, disagree, 
neutral, agree, and strongly agree with the statement, to indicate the strength of their 
agreement to the motivation. 
Other media usage 
In order to understand how reading the online newspaper affects other traditional 
media use, four questions were set up to measure the change in reading print 
newspapers, reading magazines, listening to the radio and watching television since 
the reading of online newspaper. A 5-point scale was used (Appendix I). Comparison 
could be made among the online-only readers, the online-and-print readers and the 
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print-only readers. 
Demographics 
The fourth part of the survey questionnaire contained 6 questions concerning 
respondents' demographic data. Demographic characteristics of respondents were 
measured by age, gender, monthly household income, whether they live in the 
dormitory, year and major of study. 
The entire questionnaire was pre-tested. Revisions, such as re-wordings, question 
ordering, instructions, were made according to the pretest results. 
VI. Analytical procedure 
All analyses were performed using the Statistical Package for the Social Sciences 
(SPSS), Version 10. The Correlation test is used to test the relationship between 
Internet use and online/print newspaper reading. Next, the 32 and 33 gratifications 
items, for online newspaper reading and print newspaper reading, respectively (shown 
in Appendix I), were also subjected to principle axis factor analyses. Varimax rotation 
was used to fit the items in a better way. Based on this factor analysis, all the 
reliabilities of the factors yielded an alpha reliability coefficient over 0.7, which was 
deemed acceptable. In the following, the results of each statistical test will be 
reported. 
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Chapter Five: Statistical Findings 
I. Participants' Profile 
Of all samples (N= 991)，57.8 % were females and 42.2 % were males. Their 
ages ranged from 1 8 - 2 6 (M= 20.47, SD= 1.20). About 42.5 % were second-year 
students, 40.3 % were in the first year, and the rest were in year three or year four. 
About 42.2 o/oof the students' household monthly income ranged from $10,001 to 
$30,000. About 56.6 % lived at home, and the rest lived in dormitories. Most students 
stated that they were quite familiar with computers. When asked to use a 10-point 
scale to represent their knowledge about computer use (1 = know nothing about 
computers and 10 = very familiar with using computers), most students chose 
between 4 and 8 (82.8%). The mean was 5.79, indicating that most participants 
believed that they were somewhat familiar with computers. 
II. Media Usage Patterns 
All the respondents had experience of using the Internet. Some of them only had 
half a year of experience while others had 8 years of experience. On average, 
respondents had 44 months experience of using the Internet. In a typical week, 
respondents on average used the Internet almost 12 times and spent about 22 hours 
online. Over half of them used the Internet at home. Over 30 % used the Internet at 
night time. Of 991 participants, 28.8 % read print newspapers only, 4.9 % read online 
newspapers only and 66.3 % read both kinds of newspapers. 
III. Hypothesis Testing 
To test hypothesis 1 a -- time spent on the Internet should be positively related to 
time spent on online newspaper reading -- and hypothesis lb ~ time spent on the 
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Internet should be negatively related to time spent on print newspaper reading ~ 
correlation analyses were conducted. The results showed that the number of hours that 
respondents spent on the Internet in a typical week was positively correlated to the 
hours that respondents spent on reading online newspapers in a typical week (r = . 11, 
p <.001 )• This showed that hypothesis la was supported. 
As for hypothesis lb -- time that respondents spent on the Internet in a typical 
week was correlated to time that respondents spent on reading print newspapers in a 
typical week -- the results revealed r = -.03，but it was not significant (p> .10). This 
showed that hypothesis lb was not supported. The time spent on the Internet was not 
related to the time spend on print newspaper reading. 
The result that using the Internet more would lead to reading more online 
newspapers was reasonable. When students went online, they could easily access 
online newspapers. As for why the relationship between reading print newspapers and 
the amount of time spent on Internet use was not significant, the results indicated that 
going online and reading print newspapers were independent. This also showed that 
spending time online would not necessarily affect time spent on reading print 
newspapers. 
In the following, two separated factor analyses were conducted to reveal the 
gratifications sought from general online and print newspaper reading. These were to 
answer research question 1: What are the gratifications readers associate with online 
or print newspapers? Do they overlap? Is there any new motive? 
IV. Gratification Seeking 
Gratifications of online newspaper reading 
The potential groupings of the 32 gratification items were determined by running 
the principal axis factor analysis which yielded nine factors with eigenvalues greater 
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than 1.0，explaining 60.52 % of the variance (see Table 1). Those results answered 
research question 1 • Among the nine factors，five of them were new factors. Varimax 
rotation was used to better account for expected correlations among potential factors. 
The result of the KMO test is 0.80 (p<.000). This indicated that this set of 
gratification statements satisfied the assumptions so that they could be included in the 
factor analysis. 
The first factor "interactivity" included five items illustrating the gratifications 
that students could get through reading online newspapers. These five items showed 
the characteristics of online newspapers that satisfied students' needs. They included 
animation, movies, sound effects, interactive function and allowing students to join 
the discussion group. This factor had an eigenvalue of 5.91 and explained 18.47% of 
the total variance. The Cronbach's alpha was high at 0.88 and the mean scores were 
relatively high, indicating that interactivity was an important motivation for students' 
use of online newspapers. 
The second factor was called "pass time". It included four items about the 
students reading online newspapers to pass time. It consisted of passing the time away 
when they were bored, occupying their time, not being alone, and they had nothing 
better to do. This factor had an eigenvalue of 4.32 and explained additional 13.48 % 
of the total variance. The reliability of these four items as indicated by Cronbach's 
alpha was high at 0.87 and mean scores were quite high meaning that passing time 
was the reason they read online newspapers. 
"Escape/relaxation" was the third factor (eigenvalue = 3.03) and explained 
9.47% of the total variance. It contained four items characterizing reading online 
newspapers as a way to escape or for relaxation. This factor indicated that online 
newspapers allowed students to relax, feel less tense, forget about work and other 
things and get away from what they were doing (Cronbach's alpha was 0.86). 
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However, the mean scores of this factor were relatively low. This revealed that to 
escape and relax was one of the motives, but it was not a major motive. 
"Fashion" (eigenvalue = 1.99, 6.21% variance) was the name of the fourth factor 
introduced by Leung and Wei's study (1998). This factor consisted of three items 
reflecting how online newspaper reading could be seen as a fashion. These items 
include fashionable, stylish and do not want to look old-fashioned. These three items 
proved that some students read online newspapers because they wanted to look 
fashionable. Although the internal consistency among the items underlying this factor 
was the highest with Cronbach's alpha 0.89, the mean scores of these items were the 
lowest (see Table 1). This result may be due to the higher penetration rate of the 
Internet in Hong Kong, so that reading online newspapers was a widespread reason 
for using the Internet. Therefore, fashion was no longer a strong motive. 
The fifth factor labeled "convenience" (eigenvalue = 1.84) explained 5.75% of 
the total variance. Students' motives for reading online newspapers were to get 
in-depth and relevant information through links, to look for information quickly, to 
select the news easily and to search for information at any time. The reliability of 
these four items was relatively low, indicated by Cronbach's alpha at 0.75. However, 
the mean scores of this factor were the second highest, suggesting that convenience 
was a strong motive for reading online newspapers. 
"Economy" was the sixth factor comprising three items reflecting how online 
newspaper reading could be used to save money. Students thought online newspapers 
were cheaper, free of charge and getting information for free. The eigenvalue of this 
factor was 1.67 and explained an additional 5.21 % of the total variance. Cronbach's 
alpha was moderately high at 0.77 and items mean scores were the highest indicating 
that most students read online newspapers because this was a way to get information 
for free or in a cheaper way. In Hong Kong, it was reasonable to find this factor 
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because many online newspaper websites there still did not charge their readers a fee. 
Readers could access the news easily without payment. Readers could also use the 
archives to search for the information they needed. This was why items in this factor 
received the highest mean score, revealing that it was an important motive for 
students who did not earn a lot to read online newspapers. 
"Readability" was the seventh factor generated which explained 4.92 % of the 
total variance with eigenvalue 1.58. It was composed of three items; acceptable 
download speed, acceptable amount of advertisements and the design of most online 
newspapers were easy to use. The internal consistency among these three items was 
moderate as revealed by Cronbach's alpha at 0.76. The mean scores of this factor 
were also moderate. 
The eighth factor, "updating frequency", marked the advantage of the new media. 
Reading online newspapers, students could get the news before it was available from 
the published or print newspapers, get the most updated information and, of course, 
online newspapers updated very often so that students could get information whenever 
they wanted. This factor had eigenvalue 1.29 and explained 4.03 % of the total 
variance. Cronbach's alpha at 0.77 and mean scores were the third highest. This 
showed that the frequently up-dated function of online newspapers motivated students 
to use them. 
"Entertainment" was the last factor and demonstrated the amusement, 
entertainment and enjoyment obtained from reading online newspapers (eigenvalue = 
1.15，3.58% of variance). However, the consistency among these three items was the 
lowest (Cronbach's alpha = 0.74) and their mean scores were the fourth highest. This 
indicated that entertainment was also a motive for why students chose to read online 
newspapers. 
To summarize, the most important findings in this part were the five new factors 
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introduced only in this study. These five factors were "interactivity", "convenience", 
"economy", "readability" and "updating frequency". Even though some other studies 
had mentioned these ideas, this study coordinated them into a useful scale to test 
users' uses and gratifications motives. Moreover, these five factors explained more 
about why readers read online newspapers and found out what needs were satisfied by 
reading online newspapers. 
After investigating the gratifications sought from online newspapers, it is time to 
turn to the second part of research question 1 to investigate the gratifications that 
readers seek from print newspaper reading. 
Table 1 Gratifications Obtained from Online Newspaper Reading. 
Factor Loadings (principle axis, varimax rotation) of 34 Gratification Items (N= 704) 
I read online newspapers because: Mean SD 1 2 3 4 5 6 7 8 9 
Interactivity 
it has animation 3 . 0 2 1 . 0 0 . 8 5 - . 0 0 .11 . 1 0 .01 .11 . 0 6 . 0 5 . 0 2 
it has movies 3 . 1 0 . 9 7 . 8 4 - . 0 3 - . 0 6 . 0 5 - . 0 0 . 0 3 . 1 4 . 0 7 - . 0 1 
it has sound effects 3 . 0 5 1 . 0 4 . 8 0 . 0 4 . 0 8 . 0 6 - . 0 4 .01 - . 0 6 . 05 . 0 3 
it is interactive 2 . 9 8 . 9 8 . 7 0 - . 0 4 - . 0 4 .11 . 0 8 - . 1 0 . 1 2 . 1 0 . 0 9 
I can join the discussion group of the online 2 . 9 2 . 9 6 . 6 0 - . 0 4 . 0 3 . 1 9 . 0 7 - . 1 8 . 1 4 . 1 6 . 0 7 
newspapers 
Pass Time 
it passes the lime away particularly when Tm bored 3 . 2 4 1 . 1 0 - . 0 8 . 7 9 .21 .01 - . 0 0 . 0 7 . 0 1 - . 1 4 .21 
it gives me something to occupy my time 3 . 4 4 1 . 0 4 - . 0 4 . 7 5 . 1 5 . 1 4 . 0 2 .02 .06 - . 0 8 . 2 4 
I don't have to be alone 3 . 0 2 1 . 0 3 . 0 3 . 7 4 . 1 2 . 1 7 - . 0 9 - . 0 3 . 0 6 - . 0 0 . 1 4 
I have nothing better to do 3 . 4 8 . 9 6 - . 0 2 . 6 8 . 2 0 . 0 8 - . 1 4 . 0 7 . 0 7 - . 0 7 - . 0 9 
Escape/Relaxation 
it relaxes me 2 . 5 5 . 9 5 - . 0 0 . 1 7 . 8 3 . 0 6 .01 . 0 0 . 1 2 . 0 3 . 1 7 
it makes me feel less tense 2 . 8 9 1 . 0 0 . 0 3 . 1 5 . 8 2 . 0 8 - . 0 2 . 0 4 . 1 2 . 0 4 . 25 
I can forget about work and other things 3 . 0 9 1 . 0 6 . 1 1 . . 1 8 . 6 6 .21 - . 0 3 .05 - . 0 1 . 0 6 . 0 7 
I can get away from what I'm doing 3 . 1 5 1 . 1 0 . 0 3 . 2 7 . 6 2 . 0 3 - . 0 3 . 0 9 . 0 5 . 0 3 . 1 2 
Fashion 
I want to look fashionable 2 . 5 4 .91 . 1 6 . 1 3 . 0 9 . 8 4 . 0 8 - . 0 4 . 0 6 . 1 6 . 0 9 
1 do not want to look old-fashioned 2 . 5 8 . 9 4 . 1 9 . 1 2 . 1 0 . 7 9 . 0 2 . 0 3 . 1 0 . 1 2 . 0 7 
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I want to look stylish 2 . 6 6 .91 .11 . 1 3 . 1 5 . 7 5 . 0 6 . 0 2 . 0 6 . 1 9 . 0 8 
Convenience 
I can get in-depth and relevant information through 3 . 9 1 .71 . 0 0 - . 0 4 - . 0 3 . 0 4 . 7 9 . 0 3 - . 0 2 . 1 0 - . 0 2 
links 
1 can look for information quickly 3 . 7 5 . 8 0 . 1 0 . 0 3 . 1 2 . 0 7 . 6 9 .11 . 0 6 .01 . 0 2 
I can easily select the news I want to read 3 . 9 5 . 7 0 .01 - . 11 - . 1 4 . 0 7 . 5 6 . 1 4 . 1 9 . 0 9 . 0 8 
I can search for information at anytime 4 . 0 9 . 5 9 - . 0 2 - . 1 3 - . 0 6 - . 0 6 . 4 9 . 2 6 . 0 9 . 1 7 - . 0 8 
Economy 
it is cheaper 4 . 1 1 . 6 2 .01 . 0 9 . 0 3 . 0 1 . 1 6 . 8 0 . 0 4 . 1 2 . 0 6 
it is free of charge 3 . 8 5 . 8 2 - . 0 3 - . 0 3 . 0 6 - . 0 0 . 0 4 . 8 0 . 0 6 . 0 4 . 0 6 
I can get information for free 3 . 9 6 . 8 9 - . 0 6 . 0 7 . 0 7 . 0 2 . 2 8 . 5 2 - . 3 . 0 6 - . 0 8 
Readability 
the download speed of the online newspapers are 3 . 5 0 . 8 5 .01 .05 . 0 6 . 0 8 . 0 4 . 0 6 . 8 6 . 0 6 - . 0 2 
acceptable 
the amount of advertisements of the online 3 . 2 9 . 9 5 . 1 2 . 1 0 . 0 9 . 0 2 . 0 7 - . 0 2 . 6 5 . 0 2 . 0 8 
newspapers are acceptable 
the design of most online newspapers are easy to use 3 . 1 5 . 9 8 . 1 6 .01 . 05 . 0 7 .11 . 0 5 . 6 0 . 0 8 - . 0 4 
Updating frequency 
1 can know the news before it is published in the print 3 . 1 5 . 9 6 . 1 4 . 0 5 . 0 4 . 1 9 .11 . 0 8 . 0 9 . 7 7 . 0 4 
newspapers 
I can get the most updated information 3 . 3 1 . 9 3 . 1 3 - . 1 7 . 0 6 . 2 4 . 0 7 . 1 0 . 0 4 . 7 7 . 0 8 
it updated very often 3 . 7 0 .81 . 1 3 - . 1 8 . 0 4 . 0 5 . 2 2 . 0 9 . 0 7 . 5 1 - . 1 0 
Entertainment 
it amuses me 3 . 6 4 . 8 5 . 0 5 . 2 2 . 1 9 . 0 4 - . 0 6 . 0 4 . 0 4 . 0 4 . 7 0 
it entertains me 3 . 4 0 . 9 2 . 0 9 - . 0 5 . 2 8 . 2 7 . 0 6 - . 0 5 - . 0 4 - . 0 7 . 6 2 
it's enjoyable 3 . 0 6 . 8 7 . 0 7 . 3 5 . 1 9 .01 - . 0 0 . 0 4 . 0 2 - . 0 1 . 6 1 
Eigenvalue 5 . 9 1 4 . 3 2 3 . 0 3 1 . 9 9 1 . 8 4 1 . 6 7 1 . 5 8 1 . 2 9 1 . 1 5 
Variance explained (%) 1 8 . 4 7 1 3 . 4 8 9 . 4 7 6 . 2 1 5 . 7 5 5 . 2 1 4 . 9 2 4 . 0 3 3 . 5 8 
Cronbach's alpha ^ ^ ^ ^ . 8 8 . 8 7 . 8 6 . 8 9 . 7 5 . 7 7 . 7 6 . 7 7 . 7 4 
Note. The scale used was 1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, and 5 = strongly agree. 
Gratifications of print newspaper reading 
Principal axis factor analysis was conducted to determine the potential groupings 
of the 32 gratification items and yielded eight factors with eigenvalues greater than 
1.0，explaining 55.22 % of the variance (see Table 2). This answered the second part 
of the research question 1. Among the eight factors, three of them were new factors. 
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The KMO test result is 0.82 (pc.OOO). This indicated that this set of gratification 
statements satisfied the assumptions that they could be included in the factor analysis. 
Different from online newspaper reading, the first factor for print newspaper 
reading was "escape/relaxation." It included five items reflecting the pleasure derived 
from reading print newspapers for relaxing, feeling less tense, forgetting their work 
and other things, getting away from what they were doing and reading print 
newspapers in a more leisurely manner. It explained 19.18 % of the total variance 
with eigenvalue 6.52. The mean scores of these five items were moderately high and 
Cronbach's alpha was the highest at 0.87. 
"Mobility" was the second factor marking the portability of print newspapers. 
Print newspapers allowed students to read them anywhere and anytime, and they were 
portable and could act as a social tool when, for example brought to read in the 
restaurant. This factor brought additional 14.38 % to the total variance (eigenvalue = 
4.89). The same as the first factor, its Cronbach's alpha is 0.87. Items in this factor 
had the second highest mean scores which show that this was an important motive for 
students to read print newspapers. 
"Pass time" was the third factor. It reflected the function like passing the time 
away when students were bored, having something to do when they thought there was 
nothing better to do, occupying their time and needing not to be alone when reading 
print newspapers (eigenvalue = 2.58, 7.59% of variance). Cronbach's alpha was high 
at 0.84 and item mean scores were the highest, indicating that most students read print 
newspapers to pass time in their daily life. 
"Fashion", the fourth factor (eigenvalue = 2.01’ 5.91% of variance), comprised 
three items which showed that the motives of students to read print newspapers were 
to look stylish, not to look old-fashioned and to look fashionable. Fashion was 
something trendy, but print newspapers existed a long time ago so that the items in 
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this factor received the lowest mean scores, which indicated that this factor was not as 
important as other motives. Even though this motive was less important, its internal 
consistency was as high as the first two factors indicated by Cronbach's alpha at 0.87. 
The fifth factor, "entertainment" (eigenvalue = 1.78，5.23% of variance), 
demonstrated the enjoyment gained from reading online newspapers. Students thought 
that reading print newspapers could entertain and amuse them. Print newspaper 
reading was also enjoyable and exciting. The reliability of these four items was 
moderately high, as revealed by Cronbach's alpha 0.79. The mean scores were also 
moderately high. 
"Habit" was the sixth factor generated. It consisted of three items related to the 
daily habits of students. The three items were: 1.) they were used to reading print 
newspapers, 2.) reading print newspapers was a habit or just something they usually 
did，and 3.) buying newspapers was their daily expense. The eigenvalue of this factor 
was 1.55 and it explained an additional 4.55 % of the total variance. Cronbach's alpha 
was relatively high at 0.82, but the mean scores were relatively low. 
"Tangibility", the seventh factor, was a new factor. The five items marked the 
advantages of reading print newspapers. The five items included: print newspapers 
were easy to use, they contained big headlines which were easy to search, they were 
tangible, they allowed students to make newspaper clippings and distribute sections to 
others (Cronbach's alpha was 0.72). This factor had an eigenvalue of 0.148 and 
explained 4.43 % of the total variance. The mean scores were moderate, 
demonstrating that this factor was not the most or least important motive for students 
to read print newspapers. 
"Surveillance" was the last factor, with an eigenvalue value of 1.36 that 
explained 3.99 % of the total variance. This factor comprised five items which 
satisfied the motive of understanding the world, showing students what society is like 
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nowadays, helping them to learn what could happen to them, learning how to do 
things they had not done before, and giving them large variety of news sources. The 
reliability of these five items as indicated by Cronbach's alpha was the lowest at 0.71 
which was still within the acceptable level. The mean scores were the third highest, 
indicating that seeking information was one of the important motivations. 
The two factor analyses showed that online and print newspaper shared some 
gratifications. They agree (in Table 1 and 2’ the means are about 3 and 4) that "pass 
time", "escape/ relaxation", and "entertainment" are gratifications and disagree (the 
means under this factor were very close to 2) that "fashion" was a gratification. This 
showed that newspapers, in online or print format, could satisfy some of readers' 
needs. 
This part of the findings also showed that when comparing the gratifications that 
readers seek from print newspapers and online newspapers, some factors only 
appeared in print newspaper reading. These three factors were "mobility", "habit" and 
"tangibility." These three factors indicated the unique functions of print newspapers 
that could not be served by online newspapers. Those different gratifications were due 
to the differences between traditional media and the new media. Thus, even both were 
called newspapers, some different gratifications came out. 
Table 2 Gratifications Obtained from Online Newspaper Reading. 
Factor Loadings (principle axis, varimax rotation) of 32 Gratification Items (N= 942) 
I read print newspaper because: Mean SD 1 2 3 4 5 6 7 8 
Escape/Relaxation 
it relaxes me 3 . 5 9 .81 . 7 9 - . 0 6 . 2 2 . 1 5 . 1 8 . 0 3 - . 0 7 .01 
it makes me feel less tense 3 . 4 6 . 8 3 . 7 7 . 0 2 . 1 6 . 2 0 .21 . 0 7 - . 0 5 . 0 3 
I can forget about work and other things 3 . 1 9 . 9 5 . 6 4 . 1 3 . 1 4 .13 . 4 0 . 0 4 . 0 9 _ Qg 
I can get away from what I'm doing 3 . 1 6 1 . 0 1 . 6 4 - . 0 7 . 3 0 . 0 6 . 2 3 .01 - . 0 9 - . 0 1 
I can read it in a more leisurely manner 3 . 2 8 1 . 0 0 . 5 9 - . 2 1 . 1 6 . 0 5 . 1 0 - . 0 1 - . 0 6 . 0 7 
Mobility 
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I can read it anywhere 3 . 6 8 . 9 0 - . 0 4 . 9 1 - . 0 4 . 0 2 . 0 6 - . 0 2 . 1 3 . 0 2 
I can read it anytime 3 . 2 6 1 .01 - . 1 0 . 8 8 . 0 2 .01 . 05 . 0 3 . 1 2 . 0 8 
it is available anytime 3 . 6 0 . 7 9 - . 0 5 . 7 1 - . 0 9 . 0 6 - . 1 2 .29 . 2 0 . 01 
"t portable 3 . 8 8 . 6 6 - . 1 0 . 5 8 - . 1 0 . 0 7 - . 1 5 . 4 3 . 2 0 .01 
it is a social tool (take it to restaurant) 3 . 2 9 . 9 9 - . 0 5 . 5 1 - . 0 1 - . 0 1 . 1 3 . 1 9 . 1 3 . _ 0 4 
Pass Time 
it passes the time away particularly when 3 . 8 6 . 7 0 . 2 4 - . 0 7 . 8 5 . 0 7 . 1 5 . 0 3 - . 0 3 0 7 
I'm bored 
I have nothing better to do 4 . 0 2 . 5 4 . 1 0 - . 0 0 . 6 9 .11 . 1 0 . 0 6 . 0 3 - . 0 7 
it gives mc something to occupy my time 3 . 2 2 . 9 8 . 3 3 - . 1 6 . 6 4 . 1 7 . 1 3 . 0 4 . 0 4 - 0 0 
I don't have to be alone 3 . 3 4 1 . 0 0 . 1 9 . 0 5 . 6 2 . 2 3 . 0 8 . 0 4 - . 0 1 - . 0 2 
Fashion 
I want to look stylish 2 . 8 7 1 . 0 1 . 1 2 . 1 0 . 1 2 . 8 5 .11 . 0 6 . 0 2 .11 
I do not want to look old-fashioned 3 . 4 2 . 9 4 . 1 8 - . 0 0 . 1 9 . 8 3 .11 . 0 5 . 1 0 . 0 2 
I want to look fashionable 2 . 5 3 . 9 0 . 1 6 - . 0 1 . 2 3 . 6 7 . 0 8 . 0 6 . 0 6 .11 
Entertainment 
it entertains me 2 . 6 0 . 9 6 . 2 6 - . 0 5 . 1 4 . 0 7 . 7 6 . 0 4 . 1 2 .01 
it amuses me 2 . 6 7 1 . 0 1 .21 - . 0 6 . 2 4 . 0 5 . 6 2 . 0 2 - . 0 4 . 1 2 
it's enjoyable 3 . 5 9 . 9 2 . 4 4 . 0 4 . 0 7 . 1 2 . 6 0 . 0 8 . 0 9 . 0 9 
it's exciting 3 . 3 2 1 . 0 6 . 2 0 .21 . 0 7 . 1 6 . 4 5 . 1 3 , - . 0 3 . 0 3 
Habit 
Used to reading print newspaper 3 . 1 6 1 . 0 6 .11 . 1 8 . 0 6 . 0 2 .09 . 7 9 . 0 8 . 0 4 
it's a habit, just something I do 2 . 8 5 1 . 0 3 . 1 0 . 0 3 . 0 8 . 1 0 . 1 0 . 7 3 . 15 - . 0 6 
to buy a newspaper is a daily expense 2 . 9 3 1 . 0 6 - . 0 8 . 2 9 . 0 5 .01 . 0 3 . 6 8 . 1 6 .01 
Tangibility 
it is easy to use 3 . 2 4 1 .11 . 1 3 . 0 0 . 0 5 . 1 2 - . 0 6 . 0 4 . 6 4 . 1 5 
it contains big headlines which are easy for 3 . 1 9 1 . 0 1 . 0 2 . 1 5 - . 0 5 . 0 6 - . 0 9 . 0 2 . 6 1 15 
searching 
it is tangible 3 . 1 0 1 . 0 2 - . 0 2 . 1 4 - . 0 4 - . 0 6 . 0 9 .11 . 5 3 . 0 7 
I can do newspaper clippings 3 . 5 9 .91 - . 1 3 . 1 6 .01 . 0 5 . 0 4 . 1 5 .53 . 1 4 
I can distribute sections to others 3 . 4 3 . 9 2 - . 1 9 . 1 6 . 0 6 .01 . 1 5 .11 .45 0 2 
SwveiUance 
I can understand the world 3 . 5 4 . 9 8 . 0 3 - . 0 2 . 0 3 . 0 3 - . 0 4 . 0 2 . 1 0 . 7 4 
it shows me what society is like nowadays 3 . 7 0 . 9 2 . 0 2 - . 0 6 .01 - . 0 6 - . 1 4 - . 0 2 . 1 6 5 8 
I can learn about what could happen to me 3 . 3 9 . 8 3 . 0 2 - . 0 0 - . 0 4 - . 0 1 . 1 9 . 0 5 12 5 7 
I can learn how to do things I haven't done 2 . 8 6 . 8 6 . 1 5 . 0 3 - . 0 9 A1 . 1 6 . 0 2 . 1 2 5 5 
before 
large variety of news sources available 3 . 5 7 1 . 1 0 - . 1 7 . 1 4 . 0 5 . 1 7 . 0 4 - . 0 4 . 0 0 . 4 1 
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Eigenvalue 6 . 5 2 4 . 8 9 2 . 5 8 2 . 0 1 1 . 7 8 1 . 5 5 1 . 4 8 1 . 3 6 
Variance explained (%) 1 9 . 1 8 1 4 . 3 8 7 . 5 9 5 . 9 1 5 . 2 3 4 . 5 5 4 . 3 4 3 . 9 9 
Cronbach's alpha . 8 7 . 8 7 . 8 4 . 8 7 . 7 9 . 8 2 . 7 2 .71 
Note. The scale used was 1 二 strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, and 5 = strongly agree. 
After analyzing the gratifications of online and print newspaper reading, it was 
found that there were nine gratifications related to online newspaper reading and eight 
gratifications related to print newspaper reading. Online and print newspaper reading 
shared the same motives like escape/relaxation, pass time, fashion and entertainment, 
but the order of the gratifications which means the importance of gratifications were 
different for different kinds of readers. For online newspapers, the order was pass time, 
escape/relaxation, fashion and entertainment while for print newspapers, the order 
was escape/relaxation, pass time, fashion and entertainment. 
Simultaneously, students might read online newspapers because of other motives 
like interactivity, convenience, economy, readability and updating frequency while 
print newspaper readers might be motivated by mobility, habit, tangibility and 
surveillance. This indicated that these two kinds of newspapers serve different 
functions which satisfied different readers' media needs. 
Since the gratifications sought from online and print newspapers were very 
different, it was useful to separate readers into three groups to further investigate their 
reading behavior, demographics and the way they use newspapers. This helped us to 
know more about different types of readers. In the following, readers were separated 
into three groups with profile descriptions. Labels were given to these groups: readers 
who read only online newspapers (the online-only group), readers who read both 
types of newspapers (the online-and-print group) and readers who only read print 
newspapers (the print-only group). Their profiles could help the researcher know 
more about the specific characteristics of the three kinds of news readers. 
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By answering research question 2 which is about the demographics of the three 
groups of readers, and research question 3 which is about how the readers usually read 
online or print newspapers, the following three sections will profile different kinds of 
readers by giving details about their demographics and the ways they read newspapers. 
The first group here is the online-only group. 
V. Profiles 
Profiling the online-only group 
Demographics 
Within the online-only group, most readers were male (55.1%). As shown in 
Table 3，they were mostly aged between 20 and 21. Some of them were year 1 
students (36.7%). In general, those online newspaper readers who did not read the 
print newspapers had a high household income ranging from $30,001 to $70,000 
(57.1%). About 12 % of them even had a monthly household income over $70,000. 
This showed that those who belonged to the online-only group had a high household 
income. Over 80 % of the online newspaper readers were living in dormitories. 
Internet usage pattern 
This group of readers ranked their computer knowledge higher than the others 
(mean = 6.3). Most of the respondents had about 4 years experience of using the 
Internet. In a typical week, they spent almost 24 hours online and on average 
connected to the Internet 13 times. They were the same as the other two groups (Table 
3) in that they mostly went online at home and at night time. 
Ways of online newspaper reading 
Online news readers had only a bit more than 2.5 years experience of using the 
online newspapers. On average, they spent 8.1 hours reading online newspapers and 
went online for newspapers 8.3 times in a typical week. They mostly read online 
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newspapers at home (53.1% in Table 3). They read them at any time of the day. All 
the details are presented in Table 1. 
Profiling online-and-print group 
Demographics 
Among this group of readers reading both online and print newspapers, 59 % 
were females. Among all samples, there were 26.6 % and 39.7 % male and female 
readers respectively. Most of them were aged 20. Nearly half of them were year two 
students (44.7%). Their monthly household income ranged from $10,001 to $30,000 
which was very typical in Hong Kong. According to the Census and Statistics 
Department in Hong Kong (2001), 47% of households in Hong Kong had income 
ranging from $10,000 to $29,999. About 56.3 % of readers (Table 3) lived at home. 
Internet usage pattern 
A large proportion of the sample belonged to the online-and-print group (66%). 
In Table 3, this group on average ranked their computer knowledge at 5.96. They had 
nearly 4 years experience of using the Internet. Just like the online-only group, they 
spent 24 hours online per week. However, they went online less frequently (12.6 times) 
in a typical week. About 49.6 % of them used the Internet at home and in the evening. 
Ways of online newspaper reading 
When examining this group's online newspaper reading habits (Table 3), on 
average, they had been reading online newspapers for two years. They spent on 
average 6.5 hours reading online news and went online for news 5.9 times per week. 
Different from the online-only group, this group (35.6%) read online newspaper 
mostly in their dormitories, and 30.7 % read online newspapers in the evening. 
Overall, this group spent less time on online newspaper reading than the online-only 
group. 
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J^ays of print newspaper reading ‘ 
On average, the print newspaper readers in this group spent 4.5 hours reading 
print newspapers and read them 5 times a week (Table 3). Over half of them (61.6%) 
read print newspaper at home. About 20.5% of them read print newspapers in the 
evening. The results were used to compare with the print-only group in the following 
part. 
Profiling print-only group 
Demographics 
The profile of this group showed some differences. Within the print-only group 
(285 out of 991), about 55.8 % were females. Among all samples, 19.9 % of the print 
newspaper readers were females and 12.8 % were males. This showed both sexes had 
the chance to read print newspapers. They were mostly aged 20. They were mainly 
year 1 students (36.7%). In general, students who read print newspapers only had 
lower household income (under $10,000). This revealed that this group of readers 
might not have much money to spend on buying computers or subscribing to Internet 
services or spending on other hardware to support the use of the Internet. Over 60 % 
of the print newspaper readers lived in dormitories. All these details can be seen in 
Table 3. 
Internet usage pattern 
Among this group, the mean for computer knowledge (5.3) was below average 
(in Table 3). On average, readers had used the Internet for 3 years and 3 months. They 
mostly would spend 16.9 hours online and connected to the Internet on average 10.2 
times in a typical week. This showed that they spent less time on using the Internet 
than the other two groups. They usually went online at home and in the evening. 
Ways of print newspaper reading 
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Most readers in this group spent about 5.5 hours reading print newspapers per 
week. These students did not read print newspapers on a daily basis, only 6.2 times 
per week. They were quite different from the online-and-print group in that they spent 
more time reading print newspapers. They chose to read print newspapers at home. 
They also used to read them in the evening. Table 3 shows the comparison of the three 
kinds of newspaper readers and gives an overview of the above descriptions. In the 
following, let us take a look at the similarities and differences between these three 
groups. 
Comparison of the three kinds of newspaper readers 
Similarities 
Table 3 shows the profiles of the three kinds of newspaper readers and compares 
their newspaper reading habits. It was found that the Internet usage patterns of these 
three groups were almost the same. They liked to use the Internet at home and in the 
evening. 
Differences 
There were four main areas where the online-only group differed from the other 
two. The online-only group was obviously different from the others in that they 
generally lived in dormitories. Most of them had a higher monthly household income. 
The online-only group also spent more hours online and went online more frequently. 
Through the ANOVA test, it was found that they were more familiar with using 
computers. The test showed that there were significant differences in computer 
knowledge between the online-only group and the print-only group (p<0.01), and 
between the online-and-print group and the print-only group (p<0.01). This revealed 
that readers in both the online-only group and the group had significantly better 
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computer knowledge than the print-only group. Moreover, they liked to read online 
newspapers at anytime, but not for a fixed period of time. 
There are three areas of differences between the online-and-print group and the 
other two groups (see Table 3). One interesting point is that this group read online 
newspapers in dormitories (42.6%) and read print newspapers at home (61.6%). This 
showed different habits in reading different kinds of newspapers. They started using 
the Internet earlier than the print-only group. They also generally spent less time 
reading online newspapers than the online-only group. Simultaneously, they spent less 
time reading print newspapers than the print-only group. 
Based on the above comparison, it is concluded that a student's computer usage 
pattern and their demographics will affect their reading choice and habit. The most 
important information for classifying these three groups of readers were household 
income, where they live, how they ranked their computer knowledge, and where and 
when they read online and print newspapers. This showed that it is possible to use 
students' demographics and the ways they read newspapers to classify them into three 
different kinds of newspaper readers. 
Table 3: Comparing the Profiles of Three Different Kinds of Newspaper Readers. 
Online-only Online-and-pri Print-only All 
Group nt group Group N=991 
n=49 n=657 n=285 
Sex 
Male 55.1% 40.3% 44.2% 42.2% 
Female 44.9% 59.7% 55.8% 57.8% 
Age (mean) 20.7 20.5 20.4 20.5 
Year of study 
1 36.7% 38.4% 45.3% 40.3 
2 32.7% 44.7% 38.9% 42.5 
3 24.5% 14.20/0 13% 14.3 
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4 6.1% 2.7% 2.8% 2.9 
Household income 
Under $10,000 10.2% 23.9% 44.9% 29.4 
$10,001-$30,000 20.4% 47.2% 35.1% 42.2 
$30,001-550,000 26.5% 16.3% 9.1% 14.8 
$50,001-$70,000 30.6% 7.3% 6.7% 8.3 
$70,000 or above 12.2% 5.3% 4.2% 5.3 
Living in a dormitory 81.6% 43.7% 36.1 43.4 
Computer knowledge (mean) 6.3 5.96 5.3 5.8 
Months of using the Internet 47.6 46.6 38 44.2 
(mean) 
Frequency of using the 13.1 12.6 10.2 12 
Internet a week (mean) 
Hours of using the Internet a 23.9 24.2 16.9 22.1 
week (mean) 
Place of using the Internet 
School 16.3% 14.8% 11.6% 13.9% 
Home 53.1% 49.6% 61.1% 53.1% 
Cyber Cafe 0% 0.5% - 0.3% 
Dormitory 30.6% 35.2% 27.4% 32.7% 
Time period of using the 
Internet 
Morning 6.1% 2.6% 5.6% 3.6% 
Afternoon 8.2% 6.7% 8.1% 7.2% 
Evening 8.2% 14.3% 13% 13.6% 
Night 30.6% 33.6% 30.9% 32.7% 
Midnight 24.5% 21.2% 18.9% 20.7% 
Anytime 22.4% 21.6% 23.5% 22.2% 
n=707 
Months of reading online 31.4 24.2 - 24.7 
newspaper (mean) 
Frequency of reading online 8.3 5.9 - 6.1 
newspaper a week (mean) 
Hours of reading online 8.1 6.5 - 6.6 
newspaper a week (mean) 
Place of reading online 
newspaper 
School 8.2% 19.3% - 18.5% 
Online and Print Newspapers 65 
Home 59.2% 35.6% - 37.2% 
Office 0% 1.4% - 1.3% 
Cyber Cafe 25 0.3% - 0.4% 
Dormitory 30.6% 42.6% - 41.9% 
Others 0% 0.8% - 0.7% 
Time period of reading online 
newspaper 
Morning 18.4% 13.2% - 13.6% 
Afternoon 12.2% 13.5% - 13.4% 
Evening 0% 5.9% - 5.5% 
Night 20.4% 30.7% - 30% 
Midnight 18.4% 14.3% - 14.7% 
Anytime 30.6% 22.2% - 22.8% 
n=942 
Frequency of reading print - 5.1 6.2 5.4 
newspaper a week (mean) 
Hours of reading print - 4.5 5.5 4.5 
newspaper a week (mean) 
Place of reading 
print newspaper 
School - 15.2% 9.5 13.5% 
Home - 61.6% 77.5 66.5% 
Office - 0.9% 0 0.6% 
Cyber Cafe - 21.9% - 19.2% 
Dormitory - 0.3% 13 0.2% 
Time period of reading 
print newspaper 
Morning - 17.2% 18.9% 17.7% 
Afternoon - 13.5% 8.1% 11.9% 
Evening - 20.5% 28.4% 22.9% 
Night - 20.1% 17.2% 19.2% 
Midnight - 8.8% 3.2% 7.1% 
Anytime - 19.8% 24.2% . 21.1% 
After knowing their profiles, we needed to know what impact the online 
newspapers imposed on traditional media. This could be used to examine the 
complementary or substitution relationship between online and print newspapers. 
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VI. Impact of Online Newspaper on Traditional Media 
Inter-media competition existed between online and traditional media. Thus, 
research question 4 would like to know how readers' online newspaper reading affects 
their traditional media use: print newspapers, radio, magazines and television. In the 
following, two paragraphs will be introduced to show how two different kinds of 
readers' online newspaper reading affected their traditional media use. 
Online-only group 
In this study, the effects of online news reading on the use of print newspapers, 
magazines, radio and television were examined. In Table 4, 36.7 % of the online 
newspaper readers reported that after they read online newspapers, they decreased 
reading print newspapers reading substantially; 46.9 % said that they slightly 
decreased print newspaper reading. Over 80% of the online-only group said that they 
read less print newspapers after they read online newspapers. For this group of readers, 
the online newspaper to a certain extent is the substitute of the print newspaper. It was 
found that almost 70 % reported no difference in reading magazines after they started 
reading online newspapers. The same could be found for radio listening: 59.2 % said 
there was no difference in listening to the radio after they started reading online 
newspapers. The results also revealed that 46.9 % of the online newspaper readers 
said that they greatly or slightly reduced the time spent watching television, but 51 % 
said that there was no change in television watching. This group of students used 
online newspapers somewhat as a substitute for print newspapers so that they reported 
more influence on reading print newspapers. Thus, competition between online and 
print newspapers appears to be the greatest, compared with competition between 
online newspapers and other traditional media. 
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Online-and-print group 
When we turned to those readers who read both online and print newspapers, it 
was found (Table 4) that about 15 % of readers said that after reading online 
newspapers, they substantially decreased the time spent on reading print newspaper. 
40 % of them said that they slightly reduced the time spent on reading print 
newspapers and 42.3 % of them said that reading online newspapers did not have any 
effect on their time spent reading print newspapers. This finding was also supported 
by Table 3. The number of hours online-only group spent on reading online 
newspapers per week is 8.1 compared with 6.5 for the online-and-print group. The 
number of hours that the print-only group spent on reading print newspaper per week 
is 5.5 compared with the online-and-print group who spent about 4.5 hours a week for 
print newspaper reading. It can be inferred that after reading online newspapers, there 
might be a decrease on time spent on print newspapers. 
The online-only group also said that there was no difference in the time spent on 
reading magazines (71.8%) and listening to the radio (75%). They were different from 
the pure online newspaper readers in that most said reading online newspapers did not 
affect the amount of time spent on watching television (72.6%). The results showed 
that this group of readers also spent less time on print newspapers, but not on other 
media. However, it was found that online-only group's readers reported a greater 
impact on reading print newspapers and other media than the online-and-print group's 
readers. 
Table 4: Impact of Online Newspapers on Traditional Media 
Online-only group reader Online-and-print group reader 
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n=49 n=657 
Print newspaper 
Greatly decrease 36.7% 14.9% 
Slightly decrease 46.9% 40.0% 
No change 16.3% 42.3% 
Slightly increase 0% 2.4% 
Greatly increase 0% 0.3% 
Magazine 
Greatly decrease 10.2% 3.2% 
Slightly decrease 6.1% 16.9% 
No change 69.4% 71.8% 
Slightly increase 14.3% 6.7% 
Greatly increase 0% 1.4% 
Radio 
Greatly decrease 10.2% 5.3% 
Slightly decrease 12.2% 12.6% 
No change 59.2% 75.0% 
Slightly increase 10.2% 6.5% 
Greatly increase 8.2% 0.5% 
Television 
Greatly decrease 16.3% 6.4% 
Slightly decrease 30.6% 14.0% 
No change 51.0% 72.6% 
Slightly increase 2.0% 5.8% 
Greatly increase 0% 1.2% 
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Chapter Six: Discussion and Conclusion 
I. Discussion 
The aim of this study is to examine the relationship between online and print 
newspaper reading among university students. The study mainly investigated whether 
readers use online newspapers to substitute or complement the print newspaper. The 
results showed that most students read both online and print newspapers because 
different kinds of newspapers served different functions to satisfy readers' multiple 
media needs. The different nature of online and print newspapers has implied the 
potential of a complementary relationship. In the following, there were six parts to 
discuss including: different gratification functions that the two types of newspapers 
served, new gratifications generated in this study, the different types of readers, the 
potentially complementary relationship between the two types of newspapers and the 
online newspaper's impact on other traditional media. All these interpretations linked 
up the relationship between online and print newspapers. 
Gratifications seeking and the complementary relationship 
The factor analysis found nine factors for online newspaper reading: interactivity, 
pass time, escape/relaxation, fashion, convenience, economy, readability, updating 
frequently and entertainment. There were also eight factors for print newspaper 
reading: escape/relaxation, mobility, pass time, fashion, entertainment, habit, 
tangibility and surveillance. Although some of the gratifications appeared in both 
kinds of newspaper reading, there were still some unique gratifications that could only 
be found in either one of them. Thus, online and print newspapers have a 
complementary relationship in a sense that readers use both of them for different 
motives. In other words, readers use both kinds of newspapers in order to complement 
Online and Print Newspapers 71 
the gratifications derived from different media to satisfy their multiple needs. 
Moreover, the order of gratifications from online and print newspapers had some 
differences even though there were some overlapping gratifications. Because the 
relative importance of gratifications of reading online and print newspapers was 
different, online newspapers cannot replace print newspapers. 
New gratifications 
This study used the gratification scales generated from previous studies about 
newspaper or new media usage. It was found that many factors in this study were 
instrumental gratifications. As this study generated some new gratifications for both 
online and print newspapers, it proved that the media nature between online and print 
newspaper was different. Online newspaper and print newspaper were not exactly the 
same thing. Most students use them to complement each other. The different 
gratifications of different newspaper reading suggested that these two kinds of 
newspapers complement each other. 
For online newspapers, it was found that "interactivity", "readability" and 
"updating frequency" were the functions that revealed the characteristics of the new 
media. "Convenience" and "economy" were new factors that had not been identified 
in previous research. These factors can be considered as the comparative advantages 
of the new media. 
For print newspapers, there were also three factors that had not been mentioned 
in the previous studies. They were "mobility," "habit," and "tangibility." In the past, 
there was not much research about gratifications of print newspaper reading. However, 
when we compared print newspapers with online newspapers, these gratifications 
items were very useful. Comparisons could be made on how the traditional media 
differ from the new media. The advantage of print newspapers was also revealed by 
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this kind of comparison. This implied that gratifications may change when new media 
appear. This idea is also supported by Fidler's concept about media co-evolution: "As 
a new form emerges and develops, it influences, over time and to varying degrees, the 
development of every other existing form" (1997). His theory of media-morphosis 
provides an explanation for the technological evolution of communication media. 
Moreover, when examining a new media, it should be noted that all forms of media 
are members of an interdependent system. It is important to notice the relationship 
that exists between past, present and emerging forms. Co-evolution (Fidler, 1997) also 
told us that "new media do not arise spontaneously and independently, but they 
emerge gradually from the metamorphosis of old media." Simultaneously, the older 
forms of media would have to evolve and adapt to the system so that they would not 
easily die. 
One point that should be mentioned is that, in the pilot study, surveillance needs 
could not be found as a motive for online newspaper reading. As a result, the 
surveillance items were not included in the questionnaire. It seems information 
seeking is not an important motive for students to read online newspapers. Other 
motives mentioned above were more important when reading online newspapers. 
Students seek information from a variety of sources, so that from their viewpoints 
online newspapers may not be an important source of information. 
The different gratifications sought from online and print newspaper reading 
imply that readers choose one medium to satisfy certain needs and choose another 
medium to satisfy other needs. In the following, the difference between different types 
of newspaper readers will be discussed. 
Online and print newspaper reading 
Online-only group 
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The online-only group only made up about 5% of the samples so that it could be 
concluded that the substitution effect was not great. Members of this group usually 
had a higher household income over $50,000 (42.8%). They mainly lived in 
dormitories (81.6%). They also had longer experience of using both the Internet and 
online newspapers. They spent more time on using the Internet. They also liked to 
read online newspapers at anytime they wanted. For this group, the online newspaper 
seemed to serve as the substitute of print newspaper. 
Online-and-print group 
Most newspaper readers (66%) belonged to the online-and-print group. Readers 
in this group read both types of newspaper because different kinds of newspapers 
could satisfy their different needs. For these readers, the relationship between online 
and print newspapers was potentially complementary. Since they use both types of 
newspapers rather than gave up one of them, they mostly read online newspapers at 
dormitories and at the night time, but read print newspapers at home and in the 
evening. It was interesting to find that they spent less time on both online and print 
newspapers compared with the other two groups. This showed that they would not 
increase their time spent on reading news, but they would separate their time to read 
these two kinds of newspapers. Thus, online newspapers are not powerful enough to 
replace print newspaper for this group of readers. They just provide an alternative for 
news. 
Print-only group 
The existence of the print-only group (28.8%) indicated that online newspapers 
have not yet replaced print newspapers. This group's Internet usage pattern was 
different from their newspaper reading habits. The group mainly comprised late 
adopters of the Internet and online newspapers. They mainly used the Internet at night, 
but they read print newspapers in the evening. Students who belonged to this group 
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were affected by their habit of reading print newspapers so that it may be difficult for 
online newspaper publishers to change their taste of reading. 
A potentially complementary relationship 
The results showed that for most students, online and print newspapers were 
complements. Only 4.9 % used online newspapers as a substitute for print newspapers. 
This indicated that the substitution effect is not strong. This relationship was obtained 
from a variety of tests in this study. The findings also showed that 28.8 % of the 
students read print newspapers only. This also revealed that some students still stick to 
print newspapers only and have not yet changed their reading habits. 
Based on the findings, it was possible to describe how Hong Kong university 
students read newspapers. First, one major point was that about two-thirds of the 
participants (66.3%) read both kinds of newspapers indicating the potential of a 
complementary relationship. Second, this complementary relationship was found 
because different kinds of newspapers served different functions so that readers' 
needs could be satisfied by reading different kinds of newspapers. The reason most 
students chose to read both online and print newspapers was because they could seek 
different gratifications from different kinds of newspapers. In order to maximize their 
gratifications, readers should read both kinds of newspapers. The gratifications they 
could seek from the two kinds of newspapers did not completely overlap because of 
the different nature of media. 
Implications for traditional media 
Investigating the impact of online newspapers on other traditional media 
provided more evidence of the substitution or complementary relationship between 
online and print newspapers. As shown in Table 3，the online-only group made up 
only 5 % of the sample. Thus, it may be concluded that the substitution effect was not 
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great. This group also claimed that their time spent on other traditional news media 
was not affected by their online newspaper readings (Table 4). Only 30.6 % of this 
group reported a "slight decrease" in the time spent on watching television 
Despite the results showing that the traditional news media were not being 
affected, online newspapers still had the potential to threaten the role of the old media, 
especially print newspapers. 36.7 % claimed "substantially decrease" and about 31 % 
claimed "slightly decrease" in their time spent on print newspaper reading after 
reading online newspapers (Table 4). However, 16.3 % still said that there was no 
change in time spent on print newspaper reading. This also implied that the students 
belonged to the online-only group read online newspapers as the substitute of print 
newspapers, even though their population was not large. 
The online-and-print group said that there was no effect on the time spent on 
other traditional news media when they read online newspapers. Even though the 
statistical data indicated that there was a "slight decrease" in the time spent on print 
newspapers reading (40%), 42.3 % still said that there was no change in the time spent 
on print newspaper reading after they started reading online newspapers (Table 4). 
Although this group said there was no difference in the time spent on the traditional 
news media, when we look at Table 1 which compares the three kinds of readers, we 
can notice that this group of students spent less time on both newspapers than the 
other two groups. This reveals that the self-reporting method may still have left some 
facts hidden because students thought that there was no difference, when actually 
there was. Therefore, online newspapers compete with print newspapers because 
when students read online newspapers as a complement to print newspapers, these 
two kinds of newspapers need to compete for readers' limited time spending on 
newspaper reading. 
It is true that when the Internet penetration rate increases in Hong Kong, more 
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and more students will read online newspapers. The growth of CMC technologies 
poses new challenges for traditional media. However, this will lead to the 
supplementary rather than the displacement effect. 
Conclusion 
This study shows that online newspapers are generally used as a complement to 
print newspapers. Different kinds of newspapers also serve different functions to 
satisfy different media needs. However, readers in the online-and-print group spent 
less time on both online and print newspapers. This study introduced some new 
gratifications for both online and print newspapers. It also found that surveillance 
needs were not a motive for online newspaper reading. Demographics and usage 
patterns are also useful for researchers to classify who are online newspaper readers, 
who read both and who are print newspaper readers. All these were the significant 
contributions. 
II. Limitations 
A number of limitations to this study should be considered. First, the 
questionnaire was too long and a bit complicated. A long questionnaire was likely to 
decrease the respondents' incentive to answer. This would lower the accuracy of the 
answers. Simultaneously, the questionnaire was the main method used to gather data. 
As the length of the questionnaire was limited so that it should not contain too many 
questions, some details of readers' online and print newspaper readings could not be 
tested. Moreover, the questionnaire mainly relied on statements to test respondents' 
attitudes, but this kind of research can not observe their behaviors the way qualitative 
methods can. The self-administered questionnaire can allow respondents to hide their 
true feelings. However, many uses and gratifications studies chose to collect data by 
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surveys and proved that the data gained using this method could reveal the reality. 
Many useful findings also assisted other studies. 
The second point to note is that, technically, it was also difficult to get 
permission from the instructors to allow the survey be conducted during their valuable 
lecturing time. Therefore, some other methods, such as conducting the survey by mass 
e-mailing, may be better than conducting the survey in class. However, the e-mail 
addresses of students are their private information, so it is difficult to get permission 
from the university. 
Third, the sample for this study included only students from the Chinese 
University of Hong Kong (CUHK). Therefore, the results could not be generalized to 
other populations and are only justified for the students in CUHK. Whether the 
findings could be generalized to the general population remains to be tested. However, 
the size of this sample may have provided a reasonable estimate. The data were also 
subjected to multivariate analysis which makes the results more reliable. Since the 
Internet penetration rate in Hong Kong is increasing, research should also be carried 
out to investigate the newspaper reading patterns of the general public. 
The fourth possible limitation to this study is that it was conducted in the early 
stages of development of online newspapers; this means that many online newspapers 
are still undergoing change in their marketing models and their target audiences. 
Readers' motives in using this new media may change during the "take-off stage or 
at a later stage when the late adopters of online newspapers come in. There was also a 
lack of earlier studies about print newspapers so that more work could be done to 
compare online newspaper reading with print newspaper reading. 
Apart from the study itself, the uses and gratifications paradigm also received 
other criticisms. Some researchers thought that this kind of research was too 
descriptive and that it could not contribute much to theory building. However, this 
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Study proved that this kind of study could modify the uses and gratifications theory by 
adding some new motives when new technologies appear and adapt to change over 
time. The central concepts of this theory like audience needs, motives, gratifications 
and uses were not clear, so it was difficult to use them to explain other phenomena. 
III. Suggestions for Future Research 
In order to improve the understanding of this area of study, it is suggested that 
both quantitative and qualitative analysis should be conducted. The quantitative 
method is suitable for gathering general information that gives an overall idea of the 
situation. The qualitative method is useful for getting an in-depth understanding about 
the feelings and behaviors of the audience. For instance, focus groups or in-depth 
interviews could be conducted which would remedy the shortcomings of using 
questionnaires only. More open-ended questions could be asked and cross-sectional 
samples used to increase the generality of the results. Longitudinal research could also 
be carried out to compare changes between the early and late adopters of online 
newspaper reading. 
This study also suggested some areas for further research. First, it revealed some 
new factors for both online and print newspapers, so that more empirical research 
with confirmatory factor analysis should be carried out to verify the stability of those 
factors. These new factors can also apply to other media studies. Second, future 
research could also focus on relating online newspaper and print newspaper reading to 
contexts like what family activities affect newspaper reading. Knowing more about 
the context can tell researchers how readers' reading habits change in different 
situations. Types of news that readers seek from different kinds of newspapers for 
different purposes can be used to generate more data and identify future trends in 
newspaper development. These data are also useful to explain human behaviors. 
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• Different functions served by different newspapers can also be investigated. Third, 
this study only used the self-reports of readers to tell how the use of online 
newspapers affects their use of the traditional media. Further studies can use other 
aspects or attitude scales together with self-reports to test how online newspaper 
reading affects readers' use of other traditional media. 
Online and Print Newspapers 80 
Appendix I 
Questionnaire translation 
I am a post-graduated student of the Chinese University of Hong Kong. This research 
aims at investigating Hong Kong people use of newspapers. This questionnaire asks about 
how you use print and online newspapers. This survey will only take you about 10 minutes. 
All your information will be kept confidential and the data is used for academic purposes only. 
Thank you for your help and cooperation! 
(Please circle or fill in the most appropriate answer) 
General use of the Internet 
1. Please give a grade to your computer knowledge first. 1 = not familiar with it, 10= very 
familiar with it 
1 2 3 4 5 6 7 8 9 10 
2. Have you ever accessed the Internet before? 
1. Yes 
2. No Why not? 
1. Don't know what it is 
2. Don't know how to use the Internet 
3. To access the Internet or Computer is too expensive 
4. No need to use the Internet 
5. No space to install the computer at home 
6. Don't see any use in it 
7. Not interested in using the Internet 
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8. Other (please specify ) 
(If answer is No, Please go direct to Q 16) 
3. How long have you been using the Internet?  
year(s) month(s) 
4. How often do you access the Internet in a typical week?  
time(s) per week 
5. How many hours, on average, do you spend on using the Internet in a typical week?  
hour(s) per week 
6. Where are you usually accessing the Internet? (Please circle one answer only) 
1. At school (Apart from the dormitory) 
2. At home 
3. In office 
4. In Cyber Cafe 
5. At dormitory 
6. Others. (Please specify, ) 
7. When are you usually accessing the Internet? (Please circle one answer only) 
1. In the morning (6:00-12:00) 
2. In the afternoon (12:01-5:00) 
3. In the evening (5:01-8:00) 
4. At night (8:01-12:00) 
5. At midnight (12:01-6:00 a.m.) 
6. Any time 
Online newspaper 
8. Do you use online newspaper? 
1. Yes 
2. No (please go direct to Q 16) 
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9. How long have you been reading online newspaper? 
year(s) month(s) 
10. How often do you read online newspaper in a typical week? 
time(s) per week 
11 • How much hour, on average, do you spend on reading online newspapers in a typical 
week? 
hour(s) per week 
12. Where are you usually reading online newspapers? (Please circle one answer only) 
1. At school (Apart from the dormitory) 
2. At home 
3. In o f f ice 
4. Cyber cafe 
5. At dormitory 
6. Others. (Please specify, ) 
13. When are you usually reading online newspapers? (Please circle one answer only) 
1. In the morning (6:00-12:00) 
2. In the afternoon (12:01-5:00) 
3. In the evening (5:01-8:00) 
4. At night (8:01-12:00) 
5. At midnight (12:01-6:00 a.m.) 
6. Any time 
14. Here is a list of reasons why people read online newspapers. Please indicate how much 
you agree with the following statements: 




5 Strongly Agree 
You read online newspaper because (it)/ (I)  
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SD D N A SA 
1. amuses me 1 2 3 4 5 
2. is exciting 1 2 3 4 5 
3. entertains me 1 2 3 4 5 
4. is enjoyable 1 2 3 4 5 
5. can forget about work and other things 1 2 3 4 5 
6. makes me feel less tense 1 2 3 4 5 
7. relaxes me 1 2 3 4 5 
8. can get away from what I'm doing 1 2 3 4 5 
9. can leam how to do things I haven't done before 1 2 3 4 5 
10. can leam about what could happen to me 1 2 3 4 5 
11. provides some old information 1 2 3 4 5 
12. large variety of news sources available 1 2 3 4 5 
13. can understand the world 1 2 3 4 5 
14. shows me what society is like nowadays 1 2 3 4 5 
15. have nothing better to do 1 2 3 4 5 
16. it passes the time away particularly when I'm bored 1 2 3 4 5 
17. don't have to be alone 1 2 3 4 5 
18. gives me something to occupy my time 1 2 3 4 5 
19. can get information for free 1 2 3 4 5 
20. is cheaper 1 2 3 4 5 
21. is free of charge 1 2 3 4 5 
22. is a habit 1 2 3 4 5 
23. want to look stylish 1 2 3 4 5 
24. do not want to look old-fashioned 1 2 3 4 5 
25. want to look fashionable 1 2 3 4 5 
26. can know the news before the published of the 
print newspapers 1 2 3 4 5 
27. can get the most updated information 1 2 3 4 5 
28. updated very often 1 2 3 4 5 
29. can search for information at anytime 1 2 3 4 5 
30. can get information that outside Hong Kong 1 2 3 4 5 
31. can easily select the news I want to read 1 2 3 4 5 
32. can get in-depth and relevant information 1 2 3 4 5 
through links 
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SD D N A SA 
33. can look for information quickly 1 2 3 4 5 
34. can search information at anytime(24hours) 1 2 3 4 5 
35. the design of most online newspapers are easy to usel 2 3 4 5 
36. the download speed of the online newspapers is 1 2 3 4 5 
acceptable 
37. the amount of advertisements of the online 1 2 3 4 5 
newspapers are acceptable 
38. the computer screen is suitable to read online 1 2 3 4 5 
newspapers 
39. gives me immediate feedback 1 2 3 4 5 
40. can join the discussion group 1 2 3 4 5 
41. is interactive 1 2 3 4 5 
42. has movies 1 2 3 4 5 
43. has animation 1 2 3 4 5 
44. has sound-effects 1 2 3 4 5 
15. Have your time spent on the following media changed since you stated reading online 
newspapers? 
(please circle the number that most applies to you according to the following scale) 
1 Great decrease 
2 Slight decrease 
3 No effect 
4 Slight increase 
5 Great increase 
1. Newspaper 1 2 3 4 5 
2. Magazine 1 2 3 4 5 
3. Radio 1 2 3 4 5 
4. TV 1 2 3 4 5 
Print newspaper 
16. How much hour, on average, do you spend on reading print newspapers in a typical week?  
hour(s) per week 
17. How often do you read print newspaper in a typical week? 
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_time(s) per week 
18. Where are you usually reading print newspapers? (Please circle one answer only) 
1. At school (Apart from the dormitory) 
2. At home 
3. In office 
4. At dormitory 
5. Others. (Please specify, ) 
19. When are you usually reading print newspapers? 
1. In the morning (6:00-12:00) 
2. In the afternoon (12:01-5:00) 
3. In the evening (5:01-8:00) 
4. At night (8:01-12:00) 
5. At midnight (12:01-6:00 a.m.) 
6. Any time 
20. You use the print newspaper because (it)/ (I) (use the same scale as shown above) 
SD D N A SA 
1. amuses me 1 2 3 4 5 
2. is exciting 1 2 3 4 5 
3. entertains me 1 2 3 4 5 
4. is enjoyable 1 2 3 4 5 
5. can forget about work and other things 1 2 3 4 5 
6. makes me feel less tense 1 2 3 4 5 
7. relaxes me 1 2 3 4 5 
8. can read it in a more leisurely manner 1 2 3 4 5 
9. can get away from what I'm doing 1 2 3 4 5 
10. can leam how to do things I haven't done before 1 2 3 4 5 
11. can leam about what could happen to me 1 2 3 4 5 
12. provides some old information 1 2 3 4 5 
13. large variety of news sources available 1 2 3 4 5 
14. can understand the world 1 2 3 4 5 
15. shows me what society is like nowadays 1 2 3 4 5 
16. have nothing better to do 1 2 3 4 5 
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SD D N A SA 
17. passes the time away particularly when I'm bored 1 2 3 4 5 
18. don't have to be alone 1 2 3 4 5 
19. gives me something to occupy my time 1 2 3 4 5 
20. can get information for free 1 2 3 4 5 
21. is cheaper 1 2 3 4 5 
22. want to look stylish 1 2 3 4 5 
23. do not want to look old-fashioned 1 2 3 4 5 
24. want to look fashionable 1 2 3 4 5 
25. is a habit 1 2 3 4 5 
26. used to read print newspaper daily 1 2 3 4 5 
27. to buy a newspaper is a daily expense 1 2 3 4 5 
28. is portable 1 2 3 4 5 
29. can search for information at anytime 1 2 3 4 5 
30. is a social tool (take it to restaurant) 1 2 3 4 5 
31. can read it anytime 1 2 3 4 5 
32. can read it anywhere 1 2 3 4 5 
33. can be conveniently folded and carried around 1 2 3 4 5 
34. in my pocket 
35. contains big headlines which are easy for searching 1 2 3 4 5 
36. the design of most online newspapers are easy to usel 2 3 4 5 
37. can look for information quickly 1 2 3 4 5 
38. can do newspaper clippings 1 2 3 4 5 
39. can distribute sections to others 1 2 3 4 5 
40. can cut out some coupons 1 2 3 4 5 
41. is tangible 1 2 3 4 5 
Personal Information 
21. Do you live at dormitory? 
1. Yes 
2. No 
22. What is your age? 
Online and Print Newspapers 87 
23. Year of study. 
1. Year 1 
2. Year 2 
3. Year 3 
4. Year 4 or above 
24. Your Major is  
25. How much is your household income per month? 








�T H E END~ 
Thank you for your help! 







一般互聯網（ In te rne t )的使用 
1.請你用1-10去評估自己的電腦知識.1代表無任何認識，10代表非常認識 
1 2 3 4 5 6 7 8 9 10 
2.你有用過互聯網嗎？ 
1. 有 














































6. 其他（請說明 ) 










極不同意 不同意 無意見 同意 極同意 
1.可作消遣 1 2 3 4 5 
2.帶給你刺激 1 2 3 4 5 
3.可以娛樂你 1 2 3 4 5 
4.是一種享受 1 2 3 4 5 
5.可以令你忘記工作或其他事情 1 2 3 4 5 
6.能舒緩壓力 1 2 3 4 5 
7.可令你放鬆休息 1 2 3 4 5 
8.想遠離做緊的事 1 2 3 4 5 
9.可令你學習從未接觸過的事物 1 2 3 4 5 
10.可令你知道一些你關心的事情 1 2 3 4 5 
11.提供舊資料 1 2 3 4 5 
12.存有大量的新聞資料 1 2 3 4 5 
13.令你更瞭解這個世界 1 2 3 4 5 
14.令你知道社會現況 1 2 3 4 5 
15.當時你沒有更好的事情要做 1 2 3 4 5 
16.苦悶的時候可打發時間 1 2 3 4 5 
17.沒有人陪伴你 1 2 3 4 5 
18.可以消磨時間 1 2 3 4 5 
19.可以免費得到資料 1 2 3 4 5 
20.比較便宜 1 2 3 4 5 
21.唔洗錢買 1 2 3 4 5 
22.是一個習慣 1 2 3 4 5 
23.令你更時髦 1 2 3 4 5 
24.不想比人覺得你落伍 1 2 3 4 5 
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極不同意 不同意 無意見 同意 極同意 
25.令你有時代感 1 2 3 4 5 
26.可以在報紙發行之前知道有哮新聞 1 2 3 4 5 
27.可以比別人更快得到最新資訊 1 2 3 4 5 
28.經常更新 1 2 3 4 5 
29.隨時可以蹄到 1 2 3 4 5 
30.提供香港以外的資訊 1 2 3 4 5 
31.方便選擇某些新聞 1 2 3 4 5 
32.提供詳盡資料庫 1 2 3 4 5 
33.可以好快找尋到資料 1 2 3 4 5 
34.可以24小時找尋資料 1 2 3 4 5 
35.版面設計一般都容易使用 1 2 3 4 5 
36. —般網上報紙的下載速度快 1 2 3 4 5 
37. —般網上報紙廣告數量適中 1 2 3 4 5 
38.電腦螢幕適合蹄新聞 1 2 3 4 5 
39.提供即時回應 1 2 3 4 5 
40.可以參加它的討論區 1 2 3 4 5 
41.有互動性 1 2 3 4 5 
42.可以蹄影片 1 2 3 4 5 
43.可以蹄動畫 1 2 3 4 5 




大大減少輕微減少 沒有分別 輕微增加 大大增加 
1 . 報 紙 1 2 3 4 5 
2 . 雜 誌 1 2 3 4 5 
3 .收音機 1 2 3 4 5 





















極不同意 不同意 無意見 同意 極同意 
1.可作消遣 1 2 3 4 5 
2.帶給你刺激 1 2 3 4 5 
3.可以娛樂你 1 2 3 4 5 
4.是一種享受 1 2 3 4 5 
5.可以令你忘記工作或其他事情 1 2 3 4 5 
6.能舒緩壓力 1 2 3 4 5 
7.可令你放鬆休息 1 2 3 4 5 
8.可以用比較悠閒的方式蹄 1 2 3 4 5 
9.想遠離做緊的事 1 2 3 4 5 
10.可令你學習從未接觸過的事物 1 2 3 4 5 
11.可令你知道一些你關心的事情 1 2 3 4 5 
12.提供舊資料 1 2 3 4 5 
13.存有大量的新聞資料 1 2 3 4 5 
14.令你更瞭解這個世界 1 2 3 4 5 
15.令你知道社會現況 1 2 3 4 5 
16.當時你沒有更好的事情要做 1 2 3 4 5 
17.苦悶的時候可打發時間 1 2 3 4 5 
18.沒有人陪伴你 1 2 3 4 5 
19.可以消磨時間 1 2 3 4 5 
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極不同意 不同意 無意見 同意 極同意 
20.可以免費得到資料 1 2 3 4 5 
21.比較便宜 1 2 3 4 5 
22.令你更時髦 1 2 3 4 5 
23.不想比人覺得你落伍 1 2 3 4 5 
24.令你有時代感 1 2 3 4 5 
25.是一個習慣 1 2 3 4 5 
26.每日蹄開 1 2 3 4 5 
27.買報紙係日常開支 1 2 3 4 5 
28.可隨身攜帶 1 2 3 4 5 
29.隨時可以蹄到 1 2 3 4 5 
30.是飮茶必備 1 2 3 4 5 
31.哮時間都可以蹄 1 2 3 4 5 
32.哮地點都可以蹄 1 2 3 4 5 
33.可措細來蹄 1 2 3 4 5 
34.大標題容易尋找想知的新聞 1 2 3 4 5 
35.版面設計一般都容易使用 1 2 3 4 5 
36.可以好快找尋到資料 1 2 3 4 5 
37.可以做剪報 1 2 3 4 5 
38.可以分比其他人一齊蹄 1 2 3 4 5 
39.可以收集贈卷 1 2 3 4 5 
















1. $10000 以下 
2. $10001-$30000 





2. 女 • 
~ 結 束 ~ 
謝謝你的幫忙！ B y e - B y e ！ 
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